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A BONNE 


‘THE MARKET 
“Hong о see the day, when every Filipino uses 
A Bonne, for that day, beauty is at its best!“ 
Rungtip Praser Managing Director of A 
Bonne”. "And that goes for metro-sexual men 
as well” Our personal appearance can be сть 
so many of us want to ensure that our skin 
and hair look and fel just right. Вы how many 
‘oF us want to pay the hidden price of these ef- 
forts? Those with sensitive skin. particularly 
pregnant women often react bady to ordinary 
skin and hair care products with additives such 
hemica fragrances and botanical extracts 
Hair and skin care company A Bonne" That 
successfully addresses this concern with its 
products, which are far from ordinary, al 
owing men and women of all ages to benefit 
from the moisturizing richness of farm- fresh 
miik. Washing is no longer just a way to get 
clean Isa ritual that lets us uplift ourselves 
Discerning consumers know that A Bonne 
quality products are an innovative way to keep 
their skin and hair looking and feeling healthy 
A Bonne" all-natural products are made for in 
dividuals with sensitive skin and are safe for 
everyone, including pregnant women. All A 
Bonne’ in care facial care and hair care prod- 
ucis ae developed to high standards and have 
hen clinically tested by dermatologists 
А Bonne” has established an excellent reputa- 
on among consumers from varied walks of life 
Generally. consumen of A Bonne" products are 
modem, educated, conscio e their mage and 
‘health, and rational buyers. Around 70 percent 
tare female, including students, career women 
and housewives. A Bonne” products also ap- 
peal to metro-sexuals, trendy men who include 
Students and professionals And theie appeal bs 
spreading toa growing range of consumers 
‘Consumers have kept their trust in the A 
Bonne” rand for more than ten year. rejecting 
а number of other brands that tried and failed 
to imitate A Bonne’. These would-be imitators 
used ineffective formulas and low-quality pro 
duction technology. As a result, they eventually 


retreated from the market, leaving A Bonne” as 
the established marked leader with is Spa Mil 
Sak Senb. 


ACHIEVEMENTS 

A Bonne” Thai takes pride in the loyalty of the 
many consumers who have validated is well 
deserved reputation for quality. The outstand- 
‘ng reputation of the A Bonne" range earned 
it recognition in 2000 by the Department of 
Export Promotion of the Royal Thai Govern- 
men's Ministry of Commerce as а Thailand 
Brand with quality products suitable for ex- 
роп. Beyond that, A Bonne’ Thai has proudly 
displayed the Superbrands seal of excellence 
since 2010. 


HISTORY 

A Bonne" Thai bagan making its own bath and 
troy products in 1999, when the company dn- 
covered the holistic solutions of milk. Its very 


fit product. Spa Milk Sa Serb, was quickly 
позорно by consumer and soon пехоте the 
аи sat erab i Thailand. The com- 
pany began expanding in 2005, building on the 


‘eventually extending its range to 
‘skin care. hair care and facial care products. АЙ 
are made to the same standard of excellence as 
the original Spa Milk Salt Scrub. To keep pace 
with the keen demand for its products, in 2006 
the company opened a new factory and ware- 
house in the Bueng Klo Industrial Operation 
Zone in Thailand. 


THE PRODUCT 
A Bonne” products are based on the philosophy 
‘that mil is an important and effective element 
dor promoting inner and outer health and beau- 
y. They combine natural ingredients and the 
latest of innovations. 

^ Bonne’ offers a wide range of products in- 
fused with natural herbs and vitamins o restore. 
aod protect all skin types. The range includes 
exfoliating products such as spa milk salt and 
fruit yogun; skin care products such as milk 
‘power lightening lotion, intensive white loti 
white and slim shower cream, and spa yogurt 
‘milk sap: and hair products such as milk power 
ait serum vitamin, milk power hair treatment 
‘spray, milk power hair treatment wax and hair 
Spa treatment 

"The gentle benefits of fresh milk combined 
with the moisturizing properties of collagen 
‘and allanoin are featured in a unique line of 
skin care products from A Bonne’. These prod- 
tects benefit from the most effective formulas of 
active ingredients and high-standard processes, 
‘ensuring excellent quality. 

‘A Bonne” Spas are defined as products that 
provide a portabile power solution for all spa 


cosmetics. They are convenient, easy to use and 
provide a power source for enjoyment (sight 
skin) and security (health'safety) 

The company s newest product is the A Bonne 
Miracle Spa- а powerful whitening line with 
three major ingredients: Nano White Gluta- 
thione, Lycopene, and Kojie Acid. A Bonne 
Miracle Spa is available in lotion, body serubs, 
shower gel, and facial wash 


RECENT DEVELOPMENTS 
With he exceptional leadership of Ms. Rung- 
dip Prasert, Managing Director of A Bonne, 
"he brand swept into the global market by ex- 
ppanding im several countries like Malaysia, 
Singapore, Indonesia, Brunei, Cambodia, Vit 
m, Myanmar, Bangladesh, Pakistan, India, 
VALE, Egypt and Au 
countries in the process 
pansion. These are Japan, Korea, China, Hong 
kong, Srilanka, Irag, Saudi Arabia, Algeria and 


tralia. There are 12 


‘negotiation for ex 


some countries in Africa. A Bonne” products 
are approved by the Philippine Food & Drug. 
Authority each countries 

PROMOTION 


A Bonne” products are available in many East 

‘Asian coumries inclading the Philippines 
Thailand, Indonesia, Singapore and Vietnam 
and in the Middle East. A Bonne" Spa Milk Salt 

Scrub is now the top-selling slt scrub product 

in ll distribution channels in the Philippines 
А Bonne" consume 


re walking advertise 
menis for A Bonne’ products because of the 
health and appearance of their skin or hir. The 
enle action of A Bonne’ products make con 
sumers more than happy to share 

their healthy and attractive skin and hair with 
anybody who compliments them and they do 
receive plenty af compliments 

While A Bonne’ i already а household name 
in hair and skin care, the сопу 

build brand recognition by distributing point 
‘of-sale promotional materials ike brochures 
premium tee shirts and gift sets through trade 
channels such as beauty shops, wholesalers 


and exhibition stands, and through the com- 
pany's own sales representatives. The company 
regularly takes part in exhibitions at home and 
‘abroad, in conjunction with the Thai Depart 
ment of the Export Promotion. The company 
also promotes the brand by sponsoring prom: 
ment events i the industry 


Panis 


Bae |S 
p Bonne’ Thais maim website 


(www abonncthaicom offers tips on skin care 
and beauty to help customers achieve sofl, ra- 
diant and young-looking skin The website aso 
allows customers to sce details of the A Bonne 
product line and easily contact tbe company 


BRAND VALUES 

A Boone" Thai strives to satisfy its customers 
g products that meet global standards 
‘succeeds fabulously. Market surveys 

show that consumers regard А Bonne’ as a 

high-quality rehable and effective brand 


‘though the company has grown over the years, 
A Bonne" Thai stil makes its products the same 
way it did at the outset in small batches, with 
strict atention to quality 

The company takes extra care 10 ensure the 
‘good health and safety of its customers. The A 
Bonne” collection uses only natural, functional 
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nom Nature 


me 


ingredient, with minimal preservatives to keep. 
the products arm fresh. A Bonne" products are 
dermatolopcally tested о ensure they are safe 
and friendly 

А Bonne 


you skin. 
Thai takes seriously its respon: 
sibility to keep the planet a safe and pleasant 
place to live. The company offers only earth 
nendty products containing по harsh ingredi 
ents that could pollute he environment or harm. 
the ozone layer. That's why A Bonne’ Thai is 
a Superbrand. 


THIN J DIDN'T KNOW ABOUT 


A BONNE 


THE MARKET 
Water is indeed, important for survival. But to 
many people, itis not enough to drink just апу 
kind of water. They need to be sure that their 
drinking water is clean, pure, safe, and yes, 
ven healthy. That is the need that Aqua ealth 
fills. As a water refilling company, Aquallealth 
ix known for having a strong water punficaun 
process Aqu 
Search and the continuous deve 
latest water treatment technology. 

AquaHealth is a pioneer in the alkaline ion 
ired water business ls liens, who are numer 
‘ous and are found nationwide, 
fhom residential and commercial areas who 
value the quality of the water they drink over 
the price, They are health conscious individu. 
als who believe that drinking alkaline 
‘water will make them healthier 

AquaHlealth provides safe drinking water 
1o thousands of households nationwide, The 
company uses an improved process that retains 
All the healthy minerals found in water, yet re 
moves the harmfi 

Aquahlesls customers attest that alkaline 
tonized water tastes better than other types of 
purified or distilled drinking water. The price i» 
Very reasonable, too. More important, consum- 
ers get healthful benefits in drinking alkaline 
onized wate 

Growth inthe ized water business 
is very promising, This type of water can even 
ally move stealthily into the market share of 
regular purified water vendors as more consum: 
ers become health conscious and aware of the 
‘quality of the water they dink 


Health i always committe to е 
pment of the 


ACHIEVEMENTS 
Since it came into existence in October 1997, 
Aquahealth Ine, has exhibited profitable opera 
tions and excellent growth in sales, due mainly 
tw consistent franchise royalties and franchise 
sales Growth in revenue averages at 38.4% per 
annum and is consistent with the growth of is 


franchise network sales vol- 
AguaHeatth maintains am 
— membership with the 
following organizations 
+ Water Quality Association. 
the Philippines 
* Association of Water Refill 
ing Entrepreneurs 
* Philippine Society of Sani- 
ary Engineers 
Aquahealth Ine 


has also 


remained deb-free amd has 
grown pri rough in 
temally-generated funds. Is 
commitment to provide supe 


пос water and cu 
faction has been the compel 
ling force behind its succes 


HISTORY 
The ist Aquablesl water refilling sation was 
opened in St. Francis Village, Cain, Rizal in 


Sater purification techn 

Мих Annalou P. Agustin's bu 

men. Aquallealth gained a significant presence 

vy and has expanded 

a current teal of brancher nation ide, most 
ly operated by franchisees 

From 1997 t0 2002, Aquallealth branches 

v mostly found inthe areas of Rizal such a 
Cainta, Antipolo and Taytay. In 2003, the com- 
pany focused it expansion efforts in the NCR 
ares, including Quezon City, Manila, Makati 
Marikina, and Pasig. Beginning 2004, it opened 
branches in provincial areas n Luzon, Visayas 
and Mindanao. 

Aqualteath offered its customers. Mineral 
Water in 1997, and then started о sell Alkaline 
ionized Water in 2001. The Japanese and Ko- 
Teams started the production of alkaline water 

Aquaalih did not simply import 


the water refilling indu 


the equipment. They looked at foreign tech. 
nology, studied and researched some more, 
amd then put up their own fabrication facility 
to develop original machines that will produce 
alkaline water of the same quality as is foreign 
сине» 

The business itself is driven by the vision of 
providing water that will promote good health 
among Filipinos, and of helping the government 
by providing clean potable water in communi 
ties, The main business drivers of AguaHlealth 
are the growth in water v old growth in 
the franchise network, and the capacity to keep 
abreast with the latest water purification tech 
ology innovations. 


THE PRODUCT 
AquaHlealth produces alkaline water. It is the 
heilihy kind of water 
toxins from the body and eliminates acid build 
up Dat causes aging and disease, Aquatlealth 
uses a modem water treatment technology that 
converts ondinary water to alkaline water Th 
fend product is great tasting water that's not 
'overkilled”— meaning, all the healthful min 
eral remain in the water while all harmful con- 
taminants are removed 

The ри level of AquaHealih alkaline ionized 
water is above 7, which makes it alkaline. The 
PH level of other commercially-avallable water 
fs below 6, which makes the water acidic, We 
All know that too much acid in the body is not 
{good forthe health 
Хаване alkaline ionized water has 

+ minerals esental to good health, like 

» and potassium 

+ been proven o have a disinfecting effect 
* the capability to hoo 
* a distinctive good taste 


= been proven to neutralize harmful acid in 
the body 
+ anti-aging power 
been proven to be safe even for babies 
+ excellent, natural anti-oxidant that seaveng: 
«free radicals before they oxidize 
cell tissues 
Aside from being healthy, the water i al 
clean, refreshing, affordable and conveniently 
ble 
Aqualealh is the only franchisor in the water 
refilling industry that gives free technology up 
trade and full warranty on selected spare parts 
within the whole duration of the franchise pe 
om this, the company also extend 


riod. Asi 
analysis, and yearly physical chemical water 


ince service, free 


analysis to franchises 
The company uses a water purifica 

tem that is easy to operate and maintain. This 

technology i environment-fnendly 

eficient В 

Franchisees will get 99 


recovery of water 


production 


 AQUAMEALTR: jute 1193 OMM a Balding. San Miguel Aven, 
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RECENT DEVELOPMENTS 
Beginning year 2012. Aquaheallh has been ag 
gressively expanding t franchised outlets н 
the following provinces suchas; Leyte, Tague 
rao and Quezon not 1 some parts 
Ofthe NCR. On October 10, 2012, Aguahealth 
shall be celebrating its 15th year anniversary 
and in line with this special occasion, the com 
pany shall be launching its nationwide market- 
ing campaign dubbed as “I Sth year 
ous stream of Health at Aquahealth” which the 
‘company shall be giving away Apple 1 pad 2 
Nokia cell phones, desk fans and other awe 
mo penod 


August 1, 3 
Me draw shall be held on October 10, 
the Head Office 


PROMOTION 
Aquallealth uses both print and online media t 
promote its product and company. lt advertise 
roséshcets and other 
pular websites like 


ments have appeared 
print materials, as well as po 


— com ph and we phibtarco 


Drink Healthy... 
ink Aquahealth 


‘Studies show that dady intake of alatne 
aed water can niat n the сотые 
fact and toss that cauta ease and 
‘ageing i the body. Alkaline i best for the 
body because И offers beneficial PH 
balance the hey to overal good heat. 


— 
= 


More recently, from 2011 1 Aqui 
Health bought spots on local TV shows like 
Happy Yipee Yehey. 1 Dare You, Pinoy Explor- 
er, Kabuhayang Swak na Swak, Urban Zone 
Umagang Kay Ganda, and Rated K. 

But more than print, online or TV placements, 
AqusHealih puts more value in the quality of 
its product and service, because that is truly Ihe 
best promotion available for any brand. 


BRAND VALUES. 
Most people think of a brand a a tol for com- 
municating who they are and what they do. 
AquaHeslth, however, goes one step further. I 
thinks of its brand as a promise, The company 
believes that a p "hon define 
the company. A promise indicates to its par 
ners — whether they are a customer, business 
partner or employee — what they can expect 
from the company in exchange for heir money 
and time 
Aquat 

applied in is d 


strong philosophy, 
igh ethical standards that are 


rations. In everything 


Aqual 
alkaline 
Health water refilling stations. has рам 
X standards of the Department of Heal 
in terms of water quality, and has also be 
pure by the company v accred- 
ited laboratories 
THINGS YOU DIDN'T KN 
AQUAHEALTH 


W ABOUT 


THE MARKET 
What bete place to sell electric 
fans than in the Philippines? 
Tn a land with two seasons- 

diy and wet, both of which 
are warm-— fans are a joy, 
quietly whispering the 
Vene breezes that keep us 
cvol and comfortable. And 
with the rising cost of elec- 
nei, air conditioners are 


other appliance from Asahi is manufactured in 
Sinci compliance with government and intema- 
‘onal specifications. AI efforts are concentrat: 


‘an. With its louvered front, giv 
ing the appearance of a box fan, 
ҚА Spiro Aire captured the mark, 


cd on meeting established standards for quality 


affordability 
Asahi prospered in its first 
мо years but, as with the 
rest of the country, it faced 
instability during 
the People Power Revolution in 
OM. Downsizing and belt ti 
ening were the onder of the day and 
the company offices were moved 10 the 
residence of one of the owners. This problem 


not ordinary Many boast unique high-tech fea- 
tures. Customers choose Asahi fans fort 

brigh colors and user-friendly designs. And, 
more important, customers come back lo Asa- 
Ы fans for their next purchase because of the 
faultless, silent performance delivered by its 
luminum motors. Featuring Japanese-quality 
magnetic wire windings, a carbon steel shafi, 


comprehensive 
to make our lives just that much more 
comfortable. 


ACHIEVEMENTS 
Asahi products are Philippine-made and 
have been recognized with the PS Mark 
logo, which signifies that Asahi products 
adhere to the quality guidelines set forth by 
the Bureu of Product Standards of the De- 
partment of Trade and Industry 

High quality has abo won Asahi awards 
from prestigious and national consumer 
groups. The company was recognized as the 
‘Outstanding Manufacturer of Electne Fans 
Бу the Consumers" Union of the Philippines 
Tor five consecutive years from 2003 0 2007. 
This achievement alone made Asahi a Hall of 
Famer in the Philippi 

These accolades result from Asahi aggres- 

ive quality control and its long time loy 
to the company’s motor supplier of 10 years 
Loyalty and attention fo detail have 
achieved а 0003 warranty 
laim rate, Fans are assem- 
bled both in he Philippines 
amd in China, with 10102090 

cibled in 

China completely knocked down to make sure 
they meet Asahi's exacting standards. Thanks 
lo many years of continuous growth in quality. 
‘Asahi has again been awarded the Superbrand 
seal for 20 
and seal of excellence in 2005 


HISTORY 
Mike Choke Sy gathered a [ew local and 
foreign business partners in 1982 to establish 
‘Asahi Electrical Manufacturing. Corporation 
The goal was to give Filipino consumers an al- 
ternative choice in home appliances, especially 
electric fans. Three or four brands dominated 
the market atthe time and their prices were 
high. Mr Sy, Asahi's president and chairman, 
thought consumers deserved something better 
something they could afford. So he and his 
associates started with one product, the Spiro 
Aire electric fan. 
Spiro Aire soon attracted consumers as а 
onc-fan-it-all solution. I worked as a floor 


‘was complicated by the plunge in the Poso 
investors, local and 


exchange rate. Asahi’ 
foeergn, opted to drop out and sl 
o Mr Sy. The company had 


‘ain. But even faced with these dificulties, 
Asahi never faltered. adding new products o 


meet demand in the market for small 
С 
The company operated on a small 
scale for several years, working out 
‘ofa three-storey building in San Juan. 
Business was steady, but to allow 
‘growth, Asahi moved its plant 10 Pasig 
City in 1992, which afforded ample 
warehousing and greater space The 
company» workforce grew from only 
Tour employees im the beginning to over 
00, producing more than 1.500 home 
appliances daily. The company now has 
300 empleyces and is still grow. 
ing. 1996, to cater o 
‘rowing demand in the 
Visayan the company 
set up a depot in Cebu 
City. A similar warehouse 
has also been set up in Davao City 
Asahi i a 100 percent Filipino-owned 
family corporation, which has become 
а market leader in the small appliance 
Industry, with the focus on clectnc fans 
Growth has been steady, averaging 10 
percent per annum for several years 
Just as when it started out, Asahi cont 
ucs to produce consistently high-quality 
home appliances at affordable prices 
Prices are affordable. but ow price is 
mot the main aim. High quality is where 
Asahi chooses to compete, exhibiting 


superior workmanship and garnering 
— few warranty claims 
High quality and worry-free use jus- 
— the higher cost with loyal Asahi 


‘THE PRODUCT 
Asahi sells more han 700,000 appliane- 
sa year. Is range of products is wide 
with the focus on fans. Every fan and 


"s bushings and carbon steel rotor and sa- 
tor, an Asahi motor delivers safe, worry-free 
performance for many y 
that Asahi motors carry 
Other makers pus 

models. With Asa 
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Outstanding quality and 
socially responsible features 
come te mind when dis 
cussing Asahi (ans and the 
rwmpany s other appliances 
‘Asahi was the fist company 
to introduce the loner eles 
tric fan, answering. demand 
for products that promote 
health and wellness. The 
lonizer fan produces ions 
which fight pollution with e 
tents that combat airborne 

ns, These аро 
"ion elements help prevent 
allergic reactions such as 
bronchial asthma, atop der 
malit and allergic rhinitis 


verting stagnant air into the 
ish ai we enjoy m a mom. 
ing breeze or by а waterfall. 
And we don't even have to 
{et off the couch to enjoy it 
Ordinary fans merely blow 
dirty air around. lonier fans 
Temove the dirt and blow clean air 
“another first for Asahi was he introduction of 
an ice and water cooling fan. Iis. 
ditoner, as t has no compressor, but 1 lowers 
Toom temperature by ane lo two degrees centi 
grade. t does this simply with water and ice 
Llectricity is expensive and Asahi is keen to 
help its customers use less of i. To this end. the 
company improved the timer feature in high 
end. remotely controlled electric fans. Ordinary 
timers merely switch off the fan at à specified 
time. Asahi's programmable timer does more 
Yes, it witches off at a specified time, but it 
also can bes 
With this feature. 
times for air conditioning to vanch o 
Asai fan to switch on. And it 
ali happens while they sleep. 


‘switch un at a specified time 
consumers van coedinate 
amd the 


RECENT 
DEVELOPMENTS 
А significant innovation 
found in Asahi high-end fans 
iw an artificia) intelligence 
function, Based on a built-in 
LED temperature sensor, this 
ies the fan to spin 
Taster or slower, depending on 
the ambient temperature. And. 
Asahi motors, with their aluminumh o u s 
imp. run cool. 4 hours continuously and 
longer 
Innovation never ends at Asahi. The compa- 
ny rolled out a Tower Fan in 2008 with three 
кийа пк 360 de 
prees The three selection are lt and right 
up and down, and infinite oscillation that 
combines the first two selections 
The following year, 2009, was also a ban- 
ner year fot innovative pets, one of which 
came the company s best veller. This indus 
tral stad fan features plastic hanana shaped 
blades and became a consumer (sorne An- 
‘other new Asahi product in 2009 was an all- 
слама rice cooker, which answered 
modem consumer demand for ap- 
lances that are attractive 
and casy to clean. More new 
products appeared in 2010, 
all with especially designed 
features. The company also 
has Twingo, a double-headed 


IW 
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stand fan, а desk fan with double Blades, and a 
моу tan that р 
without the вес 


duces refreshingly cool air 


Beyond Гам Asah also has a new Mosquito 
Killer Wat zaps dengue mosquitoes after at 
tractig them with ultra-violet light. then soc. 
ing them ia wh a am t e rapped hy gr 

ts umque im the ieduntry 

‘Stay tuned. There will always be more 


PROMOTION 

Asahi let its products speak for hemcher 

The quality гран and affordability of Ava 

Mu fans are the best advertisement the comps 

пу con have. And the reputation 

Asahi fans enjoy among poopie 

that use them is priceless Cus- 

omens just keep ow coming 

back for more. And they bring 

im new buyers through word 

— — “You 

Even sa, not every consumer 

ean keep up withthe pace of 

mation im Asahi producta, 

so the company likes 10 keep 

the public informed One way 

able of “promoxiners” assigned 

appliance stoves across the 

country. (Promediser" i 3 contrived word 

iod i the Philippines 1. combenes "promo 
with “advertiser 


BRAND VALUES 

Asahi ia Japanese word that means Rising 

Son. The name represents the optimism and 

growth that characterizes the company v vi 

son. The Asahi brand has become a byword 
for growth ofthe home appliance пофигу 
The name symbolizes the company's 

vward-looking approach and the need to con- 

"акау look. for new ways to improve. In- 

deed, Asahi is widely recognized to be 

synonymous with high techno! 

ogy. and to be amociated 

with «Пола № introduce 

the latest know-how amd 

methods in home appliance 


Asahi al lives 10 serve, with an 
service program that i continuously being up- 
dated and improved. Asahi parts and service 
enters can be found far beyond Metro Manila, 
Covering Luzon the Visayas and major cities н 
Mindanao. Things rarely go wrong with Asahi 
ppliances bt when they do, technicians are on 
Call and parts are available to ри things right 
Parts are replaced and unit are repaired and 
Turned as good as new, as oon as possible 
vader thal so many Filipinos are 
Asahi fam. V i, affer all, а 


dedicated fans 
Маам 
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Burlington” 


GBurlington'-e 
BioFresh 


Camp 


THE MARKET 


Tel 


We rarely think 
comfortable and painful. We don't give much 


anention to the crucial role that our socks play 

At the most basie level, they prevent shoes 

from chafing the fo 

should he comfortable 
4. Burlington socks play this role to perfec 

ensuring that fet are protected, dry clean 

all day long 
ers confidence that they are fashionably < 


‘With this in mind, socks 


and fresh They also give wear 


‘whether on the sports fied or the dance floor 
Truly high-quality socks must combine alles 

sential: protection 
ion. Most makers sell socks that can protect and 
our feet. But only a handful has 


"hysiene and fash 


mastered the art of science combining quality, 
comfort. effectiveness and innovation imo ho- 
Nery. Only a few can weave together all the es 
sentials of excelent quality into the socks they 
produce. Among them is Burlington 
Different e 

Kinds of socks, and there 


mances require 
a Burlington pair for 


every occasion: from sporty and casual socks 
isticated and fashion socks. from schoot 
socks to work socks - for men, women and 


children The company has taken antimicrobial 


protection for the feet to a higher level with the 
introduci BioFresh Flexgel and Burl 
ington So ton expects its 
product lines 1o expand even further as t serve: 


jel products. Bur 


sports enthusiasts, and today's fast 
Burlington isthe trusted trademark o 
three Philippine brands of Burlington 
Performance Socks, BioFresh Antimicrobial 


health-conscious individuals 


Socks, and Camp Socks. Puma Sport 


and Bally Dress Socks are two international 


brands acquired hy the company. This range 
makes Burlington а veritable one-stop hosiery 
shop and gives it every right to call itself The 


Socks Authority 


ACHIEVEMENTS 
The company's meticulous approach to weav 
ing high quality imo every pair of socks w re 
Пека in the array of accolades it has gamcred 
over the years 
1n 2004, Burlington reaped tw nein 
the 19 Annual Parangal ng Bayan and the other 
inthe National Consumer Excellence Awards. In 
1009 and 2011, the BioFresh line bagged the Seal 
Excellence Award in the best foot care prod 
Fresh Antimicrobial Socks 
went on to win the C Quality Award 
or that year 


Y the best antimicrobial socks 


Recently, Burlington Socks is the Oficial 
Socks of 2012 Vertical Marathon; Official 
Socks of the Pilipinas Akyathlon: The Philip- 


pine Sky Race: Official Socks of 2012 Ait Asia 
Philippine Patriots and the Official Socks of 

ilippine Water Run - testimony that Burt 
ington is not only The Socks Authority but also 
The Sports Socks Authority of the 


HISTORY 


When Mil-Oro Manufacturing С 


poration, the 
трапу, was incor 


hess that woul led the socks industry, Patient 
ly and diligently, they laid the f 


ny that would Ihre 


dations of a 


tion plans intended to expand its busines, I 


» Burlington In- 


started by changing it name 


ncloding the 


The company new operates fully computer 
vl lalian-made machineries. The company's 
nd development team also has is 


market antennas detect ever. 
The team's 


d skills enable the comp 


to satisfy the ever-changing market 


ih changes by developing products 


THE PRODUCT 
Burlington prides itself in 
hosiery and fo 


ering the wid 
are products 


| BALLY" 


SOFT 


5HULHAT e 


Burlington Ў 


Burlington Performance 
Shock XT, Burlington 


Socks, Buti 
а socks, Burling 
BioFresh socks and accessories, 
BioFresh FlexGel, Burlington Sofigel, Puma 
ais Socks, Camp and Bally Socks 

The Burlington Shock XT line comprises im- 
— spor socks designed to prevent 
foot injuries when ir 


stockings, 


ning on hard surfaces, 
The socks have extra thick bul lightweight 
pads that cushion and protect the feet, heels 
and hacks of knees against bruising and other 
effets of impact. The yam used in these socks 
and is special weaving pattern help to prevent 
abrasion and blisters, 

BioFresh Socks ploneered the use of antimi 
хаса technology in hosiery. They have esta 
lished а reputation as the number o 
robia socks in the industry. BioFresh Socks 

ж germicidal) 

logy that kills 99.9 percent of microbes, 

— feet fresh and odorless all day, The 
ther products treated 

BioFresh 


BioFresh range includes 
with an antimicrobial technology 
stockings and BioFresh underwear 
Puma Dri? socks, 
wel known 
Sports brand, are 
the athlete's fist 
choice. It boasts 
of its latest inno 
vation injecting 
solution to itv su 
perior cotton. Its 
Н Оин technology 
wicks away mois- 
ture from your feet, 
absorbing sweat & 
keeps feet dry, clean А comfortable 


‘Camp socks are the company's everyday socks 
for men, women and children. They have out- 


standing value, offering quality, design. style 
and comfort at affordable prices. 

BioFresh FlexGel offers foot care products 
that solve problems such as flat fet, high arch 
s calluses and foot odor. They are suitable for 
diabetics and other health conscious people 
They have properties similar to human sof tis- 
sue and are non-sticky and naturally comfort 
able. The products are designed to r 
stress, bunion and heel pain. They also pre 


SHOCK YT 


NOONE 


vent callus growth and foot 
resh FleaCiel includes a full lioe 
Solutions. 

Burlington Sofigel is a foot-support shoe in- 
sole with an ultristim design suitable for all 
kinds of footwear. It ix self-adhesive, reusable 
and easy lo us. Боре! provides a long lasting 
cushioning effect 


RECENT DEVELOPMENTS 
In is 48* year of making excellent quality ho 
iery and accessories, Rurlingto 

its product ine to meet the den 
more tend item 

Tio iesh underwear collection ha 
duced new sets of designs 0 
sumens who want 

The brand is the first and only underwear in the 
market treated with antimicrobial techn 

The latest scientific studies 


antimicrobial 
technology show the technology used in Biol 
resh Socks to be the safest of all, for people and 


the environment alike. The techn 
plies with EU BPD and US EPA te 
Burlington never stops in creating and inno- 


vating new products that customers will def 
nitely love, hat's why Burlington Sot Socks 
was created: itis highly recommended for ev 
— use. The unique contours of the socks 
make it easier foe the wearer to stand and walk, 
Tor long periods of time Irsa pair of socks that 
definitely massages your feet while you walk. 
Another im Puma socks is the 
Puma Flux. Extra padding are only present in 
areas where you need them the most allowing, 
choice for light outdoor activities Jike bik 
ing and badminton, 15 striking. lively, unique 
colons keep the wearer in fashion whether for 
Sport activities or casual wear 

"Due to the evolution of digital media nowa- 
days, Burlington, Biofresh and Puma launched 
their new website in 
store. This way, online shoppers can now avail 
{he latest collections anytime, anywhere 

also provide ree shipping for a minim 
‘hase anid features discounts and freebies 


mance which makes ita good 


PROMOTION 
One facet of moder life is the 
thusiasm for sports as people seek a healthy 
way of spending their leisure timc and an outlet 
for their energy. Burlington supports them 


joins in the promotion af spons a all level 


m the highest pinnacles down to the grass 


ss, Bur: 
Vertical Marathon last 
at Mckinley Hill, Taguig 
prevent global warming 
2 Earth He 

spon believes that having a clean and 
fresh environment will lead 

They continually supper organizations who as- 
ser the same beliefs and values like the Philip- 
pine Water Runs, which aim to provide safe and 
lean water tall Filipinos 


BRAND VALUES 


The rare com 


— supported the 
February 12, 201 
and forthe benefit of 


а healthy life 


typifies a pair of Burlington socks. 1а harmony 
With the company slogan, Burlington makes 
socks that “stay longer beter”. weaving quality 
into every pair makes. Burlington socks are 
the emhextimem of principles highly valocd by 
the company 

These principles include 


and strength 


development of human resources and constant 
innovation. Burlington invests in the training 
and development of its personne! o be able 

Better serve the demand for perfect quality. The 


Massage your fee 
with 


SOFT 
SOCKS 


Walk with (ilti te: 


Burlington 


company uses advanced equipment to manufac- 
ture socks in large quantities and employs mod. 


or quality 
The BioFresh "Keep em Fresh” logo express 


es Burlington's objective to teach its customers 


the importance of caring for he Feet. The com- 


pany wants to remind consumers of he big role 


wr feet play 
Burlington bears its fair sha 


cial responsibility. The company supports vari 


s youth and sports programmes by provid- 
‘ng financial aid through scholarships, holding 
sports clinics and helping people take care for 
their feet with Burlington socks. 

AN in all, Burling 

Authority cannot be contested. Looking at Hs 


on's claim to be The Socks 


homegrown range of Burlington socks, Bur 
ingson is definitely 100 percent world class and 
the Superbrand of socks 

| THINGS vou DIDN'T KNOW ABOUT 

| BURLINGTON 
E 


BusinessWorld 


inessWorld 


uper 


THE MARKET 
A day without newspapers is like walking 
around without your pants on 
How could we have come so far without 
Yinted word, and where would be temor. 
пом without online publications, expecially in 
— HusinessWorld makes sure that we 
walking around without our pants 
BusinessWorld’s gives you а quick look at 
business making the mews. Who is merging 
Who is selling. the budget deficit and who i 
upbeat? For details on the ec 
only flip to the Economy section, or go online 
You will also find everything in the Finance 
A quick look at Corporate News will 
{ell you what industry leaders are doing: Or yo 
Can always pore over the Stock Market pags 
Business World caters to C-level and top to 
the movers and shak: 
ers — and other decision-makers im leading 
‘corporations. Beyond providing accurate and 
relevant business news BusinessWorkd offers 
in-depth analysis in its articles that cannot be 
Found in other newspapers 
HusincssWorld iv not stati: it will continue 
io grow. When saturated with the corporate 
market. we began targeting sectors that it be 
heves will benefit from its busines publication 


Tis hard 


you meed 


They ars entrepreneurs and cllege or graduate 
school students who will become the country's 


executives and business owners of he future. 


ACHIEVEMENTS, 
BusinessWorld began as just a newspaper. It 
then expanded its product range to include 
among others the Тор 1000 Corporation 

musl, the Anniversary Report and Highlife 
magazine. В alvo has an online version. Н has 


always strived 


ellence, gaming recon 
bon in many circles at home and abroad 

Most important, BusincasWorld has achieved 
а national circulation of 66,000 copies while 
180,000. The publishers are expecially proud 
that about KS percent of the newspaper sales 
are to subscribers tis not sold at мка stall 
Ми in selected outlets froquemod by ihe 
target market 

A readership sa 
Готе 

ее copies on t 


wey conducted by an indepen- 

niens pama 

v other per. 

estament tothe newspaper s evcclent 
reporting 

The subseribers are еее and decison 

Teaders of business. industry and 

М ere and shed Вис 

World fll the needs of all who want to keep 

up with what i going on im the Philippines and 

Bunnes 


Dew» coverage and syle o 


makers 


alse proudly 

ed 1o 
2011 and 2012. This 
ith help à n 


displays the 
he newspaper 


award 


HISTORY 
Not all business newspap 
Bounce World mhenu 
its predecessor, BusinessDay, incamoraied 43 
years before 

The first ed BasinessDay came off the 
press on February 27, 1967. ln its maiden issue. 
the paper pledged “competent and respi 
reporting ofthe news” The newspaper expand 
б its operations i the years that followed to 
Keep in scp with the grow ing business comm 
iy. eventually making BusinessDay Southeast 
Ava v first business dai 

BusinessDay was comidered a paragon 
‘бдеть credibility and integrity in the jour 
— world. The principles behind the news: 
papet were closely adhered to by it publisher, 
president and editor-in-chief, Raul L Locsi 


are created equal 
its excellence from 


Who is also a Ramon Magsaysay Awardee 
for Journalism, Literature and Creative 


BuasincssWorld was first published on July 
27. 1987. with Raul L. Locsin atthe helm. Un- 
Бе its predecessor, the new newspaper had io 
‘compete from the very start with other business 
dailies and several other newspapers with cx 
panded business sections. Nevertheless, Busi 
mess World managed to postion self comfort 
Ahly im the overcrowded market 

Aude from the newspaper. the annual Business 
World Top 500 Corporations in the Philippines 


was launched in September 1987. Ht has since 
— onc of Business World's most anticipat- 
d annual publications, now known as the To 

1000 Corporation in the Philippines 

In 1988, the publishers added the Business- 
World Anniversary Report to their roster of 
publications, The online version of Busines 
World which vals the first online newspaper 
in the Philippines. started in 1905, They also 
began publishing the award-winning. luxury 
HighLife magazine for high-end consumers in 
April 2008 


‘THE PRODUCT 
Business World is the fint and leading busi 
mew newspaper in the Philippines and the fist 


— in the country 10 have an online 
online com. continues the rx i, 
iic excellence on the web by providing cred 
Nc, relevant and timely coment w the global 
internet readership. 


The online version, at www.b 


RECENT DEVELOPMENTS 
Business World has added CODEX, the most 
comprehensive source of Philippine business 
— and information. I is an archive of Busi 
— World articles since 1994 

Another innovation i Entrepre NEWS, 
newspaper once a month, 
у the growing number of readers using, 
smartphones to access Busines World. in 2011 
— Works mobile site (m hworldonline 
com) was launched during the Business Works 
Zh anniversary party 


} 
BusineéssWorld 


{In the advent of social media, BusinessWorid 
also found is space in diferent social mediums 
to reach out to its readers, 

Last July 27, 2012, Business World first pub- 
lished the redesigned version of ts newspaper 
M also celebrated its 25th anniversary with the 
theme: “Twenty-five years of sterling integrity" 
vin party with clients and partners at the Grand 
Ballroom of Marriott Manila. It also launched 
the Business World special coffee table book 
ed "Looking back, Moving Forward: 25 Years 
of Business World 


PROMOTION 
BusinessWorld promotes itself by forging 
strong partnerships and other relationships with 
various business organizations in the Philip- 
pines, 1t increases awareness of its products 
With tri-media, in-house or sponsored events. 
It also takes par in school activities and 
business expositions. 

BusinessWorld keeps itself im the public 
eye by holding a variety of events. These in- 
clude the BusinessWorld Rest Practices Fo- 
Tum seres, the BusinessWorld Entrepreneurs 
Forum series, Ladies Who Lunch (the Busi 
ressWorld women's forum series), Market 
ing Rescue (an advocacy project in part- 
nership with Mansmith and Fielders), the 
BusinessWorld Student Forum series (which 
‘ours campuses) and the BusinessWorld Cup. 
an annual golf tournament 


BRAND VALUES 
Business World strives incessant 
reputation for 
realm of economic journalist, 
The new masthead consist of the newspaper's 
tile in color green and blaci 

is tagline "A newspaper i public trust 
The publishers have been flexible enough to 
— new sections to meet the market's 
rapidly changing needs, Meeting these needs 
has been their foremost objective, but they nev 
er forget the comerstone of their hee that 
Indeed, a newspaper в a public trust 

‘As Business World celebrates its 25 years in 
the media industry, itis proud to have gained 
the respect and tust of its readers, advertises, 
partners and the public. 


ord.com 


HeeWord.com 
n 1995, Business World Publishing Corporation 
sav the potential ofthe Internet As a pioneer in 
online newspaper publishing in the Philippines, 
To in what was then uncharted tern- 
ial of the Intemet may 
jave been apparent to matters of business and. 
the economy, how the Internet would affect the 
everyday lifestyles and concems of people was 
not yet obvious. In spite of all these precon- 
— notions people had of this strange new 
medium, usinessWorld. launched websites 
that catered to specific subjects. HerWord. com 
‘was born thanks to that foresight 
That the Internet would be something that 
would touch the lives of the Filipina became 
apparent early on. The response was over- 
"Miclmingly positive and clearly, Her Word com 
‘opened a new avenue for both the Internet and 
for Filipino women, 


In 2001, the first pages of HerWord 
com were put online, offering advice 
on health, training the spotlight on 
Filipina achievers and letting read- 
cers know the latest in entertainment, 
ood and travel It recruited expers 
a columnists and encouraged read- 
rs 10 participate in creating a web- 
site that truly spoke to the Filipina. 
Everyday, women wih everyday 
concerns wrote in to give a piece of 
their mind on issues of the day With 
each update of the page. a clearer pic- 
ture of what ison the Filipina’s mind 
eame clearer 

"They want to be inspired. Puting 
а face to HerWord com are the many 
extraordinary Filipinas that have been 
featured on the site. Women who 
have made it o the top of the cor- 
porate world, women who pioneer 
social enterprises, ailblazrs in ап, 
women trying 10 make a difference 
n politics and society they all find 
a place in HerWond com through the 
Workhood section. 

They want help. The mosi popular 
sections of HerWord com offer prac 
ical advice and useful iaformation on. ad 
the business of life Readers log into 

he Healthdesk section to get health 9 

vice on everything from how to deal with 
postpartum depression to the pros and cons 

‘cosmetic surgery. They educale themselves 
about women's rights. and some find comfort 
in Knowing that they are not alone or helpless 
when it comes o domestic violence and spousal 
abuse through the Her Rights section 

They want to make themselves better. With 
the creased number of Fiume women in the 


‘workforce, coupled with their traditional role of 
cep 
supplies 


‘the purse of the family, financial ad- 
s never been as relevant. Her Word com 
steady stream of practical financial 
advice through Her Money, a section dedica 
fo 10 personal finance, In addition, HerWord, 
"om also keeps its readers updated with select 
features on entertainment, leisure, fashion and 
food -all the Hite things that make life a ile 
ore interesting — Фит sections Living 
intr. Teter, Unwind amd Her-o-scope 
They want to be heard. Understanding wom: 
en begins with listening to what they have to 
‘ay. HerWord com engages readers lo partici- 
pate in the website through essays posted on 
the Her Wind section to comments Boxer, and 
social networking м Twitter, 
where they voice out 
thet personal sores. 
They want to reach out, Even from its in- 
ception, HerWord com saw the imporancc 
"connecting with iis community. Over the 
last 10 years, it has organized events and fora 
documented on the website's Forum sect 


MARKET 
Cherubin Rubber Corporation (CRC) is the 
firt and exchisive rubber hulloon company 
in the Philippines. The company, through 
time, has been able to specialize in produc 
ing party balloons in various sizes and colors 
Cherubin Rubber Corporation s customers are 
throughout the archipelago. As Filipinos are 
fond of parties and celebrations. Small to me 


dium enterprises and even lange commercial 
establishments from Luzon to Mindanao sel 
distribute and/or use Cherubin Balloons. Our 
balloons even reach our Filipino communi 
ties abroad, from the Middle East to America 
through balikbayan boxes. 

Quality has always been an important factor 
for Cherubin Rubber Corporation in manufac 
turing balloons that our customers are drawn to 
be loyal to, support and patronize. In addition, 
the company focuses on customer concerns, in 
quines and recommendations, io improve the 
product and our services. and to cate strong 
‘customer relationships 

‘Cheeubin Rubber C 
improve is manpower and machineries as there 
is still room for growth in the market through 
reaching other areas or provinces i the country 
and exporting to other countries. Usage of par: 
ty balloons has always expanded through the 
creative minds of the use, from the birth of a 
child, to birthday celebrations, debut and wed- 
dings. Balloons are even being used in various 
experiments and movies, such as trying о fy a 
house through the we of party balloons. There 
is abundant room for an entreprene 
and start a balloon business 


poration а continuing to 


BE — 


ACHIEVEMENTS 
In 2011, Cherubin Rubber Corporation cel 
brated its 25th year іп manufacturing rub- 
her balloons. It started as simple plant with a 
makeshift store in Malabon wnh distri 
of balloons to customers ín Divisoria, Manila 
For them to try and sell. The company now has a 
cof customers, distribution channels 
ers throughout the country 
‘Cherubin Rubber Corporation follows and is 
fied by the Intemational Organization for 
Standardization for Quality Management Sys 
tem (ISO 9001:2008). It s also proud to have 
cammed Superbrand status (Volume VII) as a 
Seal of Excellence in the Industry 


HISTORY 
The company started as а backyard industry 
with family members (LEE-RARRANDA) 
атах 

CRC В spearheaded by Mr. Allan В. Lee, a 
Mechanical Engincer Graduate with a Masteral 
Degree in Business Administration. He is a 
— and manufacturer of past 

He inated the business venture as a personal 
challenge to his late father, Mr. Dai Yew Lee 
(DY. Lee), who dreamt of owning a balloon 
factory as a legacy fo his children 

CRC started. in Malabon im am old rentod 
warehouse with а small cubicle serving as the 
makeshift laboratory. After several years, CRC 
transferred to Grace Park, Caloocan to crease 
production. The first seven years of the com. 
any s operation was filed with hardships and 
— hut pasen and faith motivated the 
family and ts employees to perscvere 

In 1998, CRC transfered to is new 
Meycauayan City, Bulacan to again cope with 
the increasing demand for the product and to 
^e globally competitive. CRC then acquired 
automated machines despe the economic ch 
sis that plagued the country at that time. The 
company grew slowly but surely. In 2007, 
CRC expanded its operations with a second 
plant located opposite its first one to further 
ater to he increasing demand for halloons in 
the country 

‘Quality balloons have been the sole product 
that fed to the success of the CRC business. 
Further, the commitment № use quality raw 
materials has cared CRC recognition as onc 
of the leading party balloon manufactures im. 
the country 

‘What the company has achieved results from 
the combined effort of each individual in the 


ization who were working toward com- 
mon objectives, led by is President and CEO, 
Mr. Allan В. Lee and inspired by its honorary 
Chairman Me, D'Y. Lee 

1а its continual quest for quality. CRC has de 
‘eloped and implemented 

‘Quality Management System (QMS) to stan 
— company procedures, continually im. 
prove product quality and customer satisfaction, 
reventnonconformance, andimproveprofitahil 
у In recognition of the company’s compliance 
with the standards of the QMS, it was recently 
Certified with ISO 9001:2008 by Certification 
Intemational Philippines in December 2010, 
The Certification affims and validates the 
Company's unwavering commitment to our 
customers and partners as a responsible leader 
te the balloon manufacturing industry that de 
livers quah 


balloons. 


In addition, Cherubin Rubber Corporation is 
not only for financial gain, but also responsible 
for the good of the society where we share our 
bless 
ment of the envionment through various Cor- 


5 and concem for safety and the better 


porate Social Responsibility activities 


THE PRODUCT 
Cherubin Rubber Corporation offers a wide 
variety of Balloon color and sizes fit for all oc- 
casions. The variety includes: Size 10 (10 inch- 
$5 in Diameter), Size 5, Size 16, Heart Shaped, 
асов and Mult-colored Balloon. They 


lloons are the ballo 
seen during parties, placed on sticks or on a 
String with printing. Size 5 balloons are com- 
monly used on balloon centerpieces or 
ons о spur up the party. Size 16 balloons 

‘or Mother Balloons are used on balloon burst 

Y events. Heart shaped balloons are the per- 
fect altemative for flowers on Valentines day 
Long balloons are used at sporting events and 
in balloon crafting to make animals, flowers 
etc. Muhi-colored ball 
unique because of their colorful appearance 

Balloons are packed in hundreds (100s) and 
fillies (505), and can be on solid (one bag per 
color) or in assorted colors, Cherubin balloons 
have been the preferred brand for halloon dec 
orations, from Balloon Are, Pillan 


and even 
Table Centerpieces. 


An impor 
that they can be used 
doors events, be 
amd durability, allow 
several days, 


nt feature of Cherubin balloons 
oh indoor and 

their Quality 

Е them to last last for 


Cherubin Rubber Corporation 
c3 ea 


RECENT DEVELOPMENTS 
Cherubin Rubber Corporation is proud to have 
established ib Quality Management System 
(QMS) and was awarded by Certification In- 
ternational Philippines (СІР) ISO 9001 2008 
Certification. The commitment of CRC for 
continual improvement and enhanced cus- 
tomer satisfaction in producing quality bal 

^ 


icons throughout these years has been thn 
the effort of all the men and women 
Cherubin Rubber Corporation. 

CRC is 

to be gh 
using quality assured raw materials 


У upgrading its machinery 
etie and ensure that i 6 


PROMOTION 
‘Cherubin Rubber Corporation has varied ad- 
vertising campaigns that И pursues im tel 

and magazines, on the 
through Social networking me 
as Facebook. In addition, Пуст, 


Mision, newspapers 
Internet an 
dia such 


Streamers and tarps are also distributed and 
placed all o 
cially t 


tthe country, espe 
агат the Custom- 
rs that they are using “Qual 
ity balloons fom  Chenibin 
Rubber Corporation 
Cherubin Rubber С 
regularly conducts a seminar cn: 
titled “Leam the Business an 
Basic Training of Balloon Craft 
Y FREE" to aspiring Enirepre 
neurs who would like to sum a 
balloon business. Basic bal 
ide and start-up 
procedures are taught during 
the Seminar 


decorations 


BRAND VALUES. 
Cherubin Rubber Corporation has always been 
known. for producing Premium Quality Dal 
Joona, as well as harmonious relationships with 
?tstakcholden (customers, suppliers and em- 
ployecs). Cherubin balloons, together with its 

a Smiling Angel, has become a house 


hold name when talking about balloons. 
The values of Mumiliy, United, Be 


lief, Excellence and Social Responsibil 


undation of ihe company's 


“Management philosophy 
‘Cherubin Rubber Corporation, through its 
Balloons, will continue to bring joy and ligh, 
or be the centerpiece of every party. We are 
ater all, а Supcrhrand. 

THINGS YOU DIDN'T KNOW ABOUT | 
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THE MARKET 

Consumers” needs and preferences аго con- 
tinuously changing as a result of modern trade, 
however: the demand for quality and affordable 
goods still holds tue. It iv in this regard that 
Columbia International Food Product, Inc.'s 
(CIFPI) confectionery, snacks, and beverage 
steations appeal to both the Filipino consum 
rs taste and budget. 

Filipinos’ love and anraction for all things 
sect are undeniable which i» why the com- 
pany continues to explore and develop new 
eats o excite consumers’ palates. The com- 
pany's diverse productline effortlessly caters 
tothe whole family and across different market 
class. Consumers from all walks of life equal- 
ly enjoy the delectable products of Colum! 
With the remarkable success of Columbia's 
confectionery line, the company has later ex 
panded is business to producing beverage and 
snack products 

Being » family-owned business throughout 
tives the company the advantage to manage and 


Cumbias 


SINCE 1937 


main n» high level of pevdoct quality and 
sincere commitment to uplflng the lifestyle of 
the Filipinos. It is sid that several generations 
‘of Filipinos grew up with hei Columba candy 
K snack avons 

The company’s. commitment 
to producing world class qual | 


ity reas a a price affordable 
to Filipinos translates to con. 


marketing urate- 


making daily life more enjoyable for millions of 
Filipinos and in providing the best for penera- 
tions to come. 


ACHIEVEMENTS: 
{na country where majority of consumers have 
a strong fascination for foreign brands, it is a 


challenge for local brands to be recognized 
However, this did not prevent Columbia from 
vimos the hearts of the Filipino consumers 
Indeed. Columbia has become a household 
name and a brand that Filipinos have come to 
love and trust, 

Since iv debut in 1937, the company has 
developed into а corporation that caters o 
broad and diverse market segment and i now 
the larges local confectionery company in the 
Philippines. From its humble beginnings sell- 
ing only candies and gums, Columbia today 
‘manufactures and markets more than 10 prod. 
— ranging from chewy candies, hard 
‘candies, gummy candies lollipops, beverages, 
and biscuits. I has produced over 90 SKU v 
{Stock Keeping Unit) of candies, and ак it be- 
ing the primary product sold by the company, 
consumers can only count on the number 1 
grow even further 

For over 75 years, Columbia has made sure 
‘that consumers get o less than the best ingre- 
бет, tase, and value; hence, the company 
has received numerous awards from several 
reputable institutions, such ae Superbrands 
The company is grateful for its achievements 
aed recognitions, hut more importantly. for 
the trist and loyalty of the Filipino people to 
the ad 


HISTORY 

Columbia was established in 1937, founded 
by Don Go Peng Kuan. The founder him- 
self personally produced candies and sold 
them io different parts of the country. From 
such inauspicious beginnings, Filipinos 
soon developed a love for Columbia's qual- 
ity sweets, resulting in the company's 


steady growth. Today. Columbia invests in 
ofiheart equipment and applies im- 
onal manufacturing processes using 
advanced formulations acquired from all 
over the world, which are also constantly 
being upgraded 
Under the stewardship of its President, Mr. 
Reynaldo Go, the company is now recognized. 
as a hey player in the market producing world- 
‘lass confections, snacks and beverages. The 
president himself travels around the globe 10 
observe market trends and conduct substantial 
research in order to find the finest mgred 
and the tastiest treats 10 develop locally and 
— at a more reasonable cos. 


‘THE PRODUCT 
The company at present has more than 100 prod- 
‘ut variants, all meticulously ereated to me 
tlobal standards. Brands like Potchi, VFresh. 
{Cool (Gum and Chewy). Yakee, Ріо, 
Mon'ami, Frutos, Frooty. and Champi have 
won the trust and respect of satisfied con- 
sumens im the country, Likewise, the com- 
pany's more recent beverage (Сосы and 
My Juiz) and biscuit (So Lucky, Оно, Bida. 
Kokola, and So Wafly) brands have equal 
ly received a warm reception amd support 
from consumers. 


RECENT DEVELOPMENTS 
Columbia's iscui-ine is the company's most 
recent venture and in less than а year, t has al- 
ready made quite an impression in the market 
Consumers are stating to discover and love 
Columbia's delicious & healthy biscuit prod- 
ucis such as: So Lucky (soda cracker), ам 
able in plain or with chocolate, butler, oe lemon 
filling: Otso chocolate sandwich cookie 
cream filling (chocolate vanilla алсам 
cracker, pln or sandwich with cream filling 
(peanut buttercheese]; Kokela. cream-fi 
biscuits, available im chocolate, strawberry, 
А queso de bola; and So Wally wafer sand- 
wich with thick chocolatehazelnut filling and 
nee eios 

‘With expansion plans, another major mile 
stone is the inauguration of its new office, the 
Columbia Centre in Pasay City: a privately 
owned building of Col 


PROMOTION 
Columbia has been consistently aggressive 
in both mainstream and below the-line ap- 
proaches to intduce and promote is various 
brands like VEresh, (Cool, Potchi, Frocty, and 
‘Choequik among others 


Some of the more recent promotions are: 
* Tropang Potchi — am educational 
rame and variety show forks which 
was originally being aired on ОТУП 


then later moved to GMA 7. The show 


won special citation for Best Children & 

‘Youth Program in the resent 33% Catholic 

Mass Media Awani (CMMA). It was also 

nominated as Best Children Show in the 
PMPC Star Awands for TV 

So Lucky “Hating Kaibigan, Hating 

a” ~ originally a short film 


produced by GMA 7 in cooperation 
with Columbia as part of GMA 7's 
mini-Christmas seris, later con- 
Sened to 30-seconder commercials 
for the brand, So Lucky. The short 
film made it a finalist in the 2 
Ad Stars International Advertising 
Festival and will compete for the Ad 
Stars Grand Prix at the Busan Exhibi- 
tion and Convention Center in Hacunday. 
în South Korea on August 23 o 25,201 
Similar to the previous ad campaigns of 
Columbia, the So Locky ad material pro- 
motes good values such as compassion 
and sensitivity for the less fortunate 


BRAND VALUES 
‘Quality and value for money are what comes to 
mind when you mention Columbia Consumers 
ave come to trust he brand for its capability to 
provide affordable quality treats Hence, when- 
ever people sce the Columbia red and white 
logo. they automatically think of the delicious 
‘sweets that they grew up with. Consumers can't 
help bt fee proud, for n 1s a brand which they 
der the 


Superbrands awani. This ad 
serve as а driving force for the compar 
advance further for product excellence and 


AWARDS & RECOGNITIONS, 

+ 2005 National Shopper's Choice Annual 

Awards: No.l Confectionery Company 
(National) 

* Parangal sa Pamilyang Pilipino Fam. 
ily Products and Services Excellence 
Awards: Best Family-Oriented Confec 
tionery Products Manufacturer 

* 3005 Philippine Business Excel 
Awards: No. | Candy Manufacturer 

* 2005 Philippine Business Achievers 
Award Most Outstanding Confectionery 
Company 

^ 2004 Philippine Marketing Excellence 
Awards: Most Outstanding Confectionery 
‘Company (National Awards) 

* 2005 National Product Quality Ecel- 
lence Awards: CHOCQUIK, Best Instant 
Choco Malt Drink (National Awards) 

^ 2005 National Product Quality Excel- 
lence Awani: (COOL MINT BUB. 
BLE GUM. Best Membolated Gum 
(National Awards) 

2005 National Shoppers" Choice Annual 
Awands: CHOCQUIK. Хо I Instant Choco 
Malt Drink (Natonal) 


EAT capiti 


THINGS 


2005 National Shoppers" Choice Annual 
Awards: FRUTOS, №1 Chewy Candy 
(National) 

2005 Philippine Marketing Excellence 
Awards: CHOCQUIK, Most Outstanding 
Choco Malt Drink (National Awards) 
Superbrands Status 2005/2006 C 
Wes FRUTOS Chewy Candy 
September 27, 2005 


2004 Philippine Marketing Excellence 
Awards: FRUTOS, Most Outstanding 
‘Chewy Candy (National Awards) 

2008 Philippine. Marketing Excellence 
‘awards: СООТ. MINT BUBBLE GUM, 
Most Outstanding Mentholated Gum 
(National Awards) 


J DIDN'T KNOW ABOUT 
DLUMBIA CANDY 


1912. CENTENNIAL:2012 
m centres of good deeds 


THE MARKET 
Pood is taken to sustain lie. Hopia is taken 
"o enrich life. No tip по Philippine China- 


wn would be complete without à siop at an 
Eng Bee Tin store for a pack or two of hopis, 
а deliciously baked, sweet mung hean-illed 
Chinese pastry 

For 100 years, Eng Bee Tin has reigned as the 

premier maker of the most delectable Chinese 

n the country. It signature product ho- 
pia ube, is a healthy, flavorful, premium pastry 
‘with pure purple yam filling Cooked in com 
ol the Eng Bee Tin hopia i the all-time favor- 
ite teat for Filipinos, here and abroad. 

Loved by both Chinese amd non-Chinese 
alike, Eng Bee Tin hopias scrumptious, satisfy- 
ing, affordable and readily available. Over the 
years, Eng Bee Па has churned out more Воры 
‘varieties and а wider product ine than all com- 
melon. слын a mat сотр all 
social segments 

The company continues 10 innovate, im- 
prove on and intmduce a wide vanity of prod- 
‘ts, always giving its patrons something new 
to look forward to every time they visit an 
Eng Bee Tin out 


ACHIEVEMENTS 
For 100 years, Eng Bee Tin has mastered the 
ar of creating the most delectable hopia n the 
Philippines. Merely the mention of Eng Bee Tin 
hopia conjures up an image of this delicious, 
Maky delicacy 

Eng Bee Tin, which began as a plain hopia 
maker, now offers other premium and equally 
delicious Chinese snacks and native delicacies 
im various forms-— frozen, ready-to-eat, bond 
and vacuum packed. all exquisitely prepared 
From the fines ingredients, 

From its original stall in the heart of down- 
town Binondo in Manila, Eng Bee Tin has add- 
ce three branches in Chinatown and mne outlets 
in malls around Metro Manila. Eng Вес Tin bo- 
pia is also found through dealers in mainland 


pr 


CHINESE DELI 


Australia, Saudi Arabia and Asian countries 

Eng Bee Tin was awarded the Bet Consumers 
Choice Award and National Shoppers Choice 
Award for providing outstanding goods and ser- 
‘vices to Filipino consumers. And because of its 
‘overall achievements nt has Been awarded the 


Supertwandheal of excellence 

Today's Eng Bee Tin is run by a thind-pener- 
ation Chua, living proof of the brand's resil- 
tency and preat success in the ever compen 
modem business 


HISTORY 
The Eng Bee Tin story started in Binondo in 
1912 when Chus Chiu Hong. a Chinese immi- 
grant, decided to make 

andselihopiang hapon. — 
з pastry of soft dough 

filed with sweetened 

Ted mung beans (mon- 

во) Using only empty 

Me drum containers 

and charcoal he moved 

on 1 make hopiang 
monggo and hopang 

— which would lat 

er become the Iokery 

staple produci 

Chua was hand-work- 

imp. but he was also 
disposed 

—— 
Mess never took of 
None of bis six chil 
dren were interested 
in the business, vo it 
fell upon his young- 
‘xt oo, Benito, to contine the hopia bakery 
Benito knew litle about hopia-making and 
ven less about running a business. Eng Bee 
Tin eventually lost o the competition. Ма hopia 


new m 


was forgettable, lacking in flavor and hard as 

3 rock. And to make matters worse, suppliers 
and staf slipped away when Benito could no 
Jonger pay them. 

Gern. the eldest of Menito's children, saved 
Eng Все Tin. At 16, Gerry set out to make Eng 
Bec Tin hopia delicious, soft and different. He 
was able о develop an Eng Bee Tin unique ho- 
pia with the help of a Taiwanese teacher, but i 
did not click at the time. 

Gerry's inspiration to make hopia ube (pur 
ple yam) came from a casual conversation 
with a grocery saleslady She tod him that the 
most sought after ice cream flavor was ube. 
Before long, he found himself in Pampanga 
earning. from the experts on how 10 cook the 

ideal balayan gube (pur. 
ple yam jam) aw filling 
for bis hopia 

Succes didn't come casy, 
Eng Bee Tin was a one-man 
show, with Gerry buying the 
ingrediens, cooking and 
selling hopia topublic mar. 
kets in Manila. He traveled 
as far as Laguna and Cav 
te to sell his hopiang ube. 
Gerry even took his hopia, 


chi ball 3 


along with fred siopao, 
Wo cock fighting arenas 
in Mania 

Мора sales remained rath- 


er poot, but with а strong 
beef in the superiority of 
his own products, Gerry 
aspired to export them, Не 
approached а US-based 
Chinese-Fiipine exponer 
to help him market Eng Bee Tin hopia im the land 
cof milk and honey 

Gerry voller was initially tumed down cause 
Eng Bee Tin was unknown. His persistence and 


willingness to offer his hopia for free, 
however helped bring the frst 20 packs 
of Eng Bee Tin hopia to US shores 

А few усаг later, Gerry was tend- 
ing his store when a lady came by 
with an empty Eng Bee Tin hopia ube 
wrapper. She asked if it came from h 
Store Gerry id yes and asked the lady 
Where the wrapper was fom. She said 
it was sent from the US. h was then that 
Gerry knew that Eng Bee Tin hopia had 
tickled taste buds in America 

Eng Bee Tin remained а struggling 
business but, through it all, Gerry re 
maimed confident. He knew that, given 
the taste and quality of his Hopia Ube, 
it was only a mater of time before sc 
sess came his way 

The tuming point for Eng Bee Tin 
came in 1988 when it was featured 
on the television travel show Citi 
line. hosted by Cory Quirino. The feature was 
Cory v show of gratitude to Gerry for patently 
guiding her and her crew for a shoot in Che 
hatown weeks earlier. The TV exposure for 
Eng Bee Tin Hopia Ube marked the beginning 
fof is extraordinary popularny in the country 
Gerry's innate altruism, coupled with his inge 
пиу, thrust Eng Bee Tin to unexpected heights 
The company пом reigns supreme i the highly 
— hopia-making industry. 


‘THE PRODUCT 
The everexpanding Eng Bee Tin line of prod- 
ucts is led by its specialty hopi aube, a mehin- 
he-mouth pastry whose creamy, tasty, purple 
yam filling is far thicker than i crust. Each 
‘boasts premium ingredients 

alie the aste hod 


lend perfectly 
the most discerning hor 


Other much-loved products, which add pride 
fo the Eng Bee Tin brand, are hopia mongo, ho- 
pia baboy, hopi aube dice and tikoy. a sweet, 
‘icky delicacy made from glutinous nce Eng 
Bee Tin also makes choice Chinese breads and 
cakes, frozen and ready-to-eat fried meat and 
seafood products, crackers and flakes, and other 
Filipino native delicacies 

The significant appeal of Eng Bee Tin prod- 
ucts is their imnovativeness and variety. Take 
Eng Bee Tin tikoy, for example, which also 
comes in plain white, brown, sugar-free, whole, 
rolls and balls. Never failing to surprise and 
delight its customers, Eng Все Tin concocted 


Home of the BEST 


TIKOY FAMILY 


tikoy, with such flavors as com, pandan, raw 
— ube, peanut, mocha and banana 
‘Now an international brand with a growing 
customer base, Eng Bec Tin assures quality 
‘with madem manufacturing practices, Beyond 
the-art food X-ray machine it has in 
place a 5S and HACCP-compliant oper 
system to guarantee consistently wholesome 
and safe food procis 


RECENT DEVELOPMENTS 
In 2007, Eng Bee Tin launched its combi ho- 
pia. which combines two favors in a single 
Piece, hence the name. Pioneer combi favors 
included ube-langha (purple yam jack ait), 
sbekeso (purple yam-checwel, buke-pundan 
and ube-pastillas (purple yam-milk) In 2008, 
Eng Вес Tin induces 
‘equally tempting flavor: м 
And ches peanut 

A recent product offe ope ho 
ра maker ts Ube Pao, a steamed, а сойно 
bun with Eng Bee nature ube filing 
The company has aho come up with Honey 
Spicy Roast Pork Pao, loaded with Navorful 
and succulent roast pork, which ts both 
Te and satis ng 


PROMOTION 
Eng Bee Ti isa year-round participant at n 
"rade fies nthe country, To showcase its 
ets, Eng Bee Tin offers hopia and 

‘cont in medical missions, at alumn: осе 
ngs and during the viservance of Holy Week, 


The company also advertises through newspa- 
pens. magazines, television and social media 
Eng Bee Tin has, 
text brigade to update cus 
promos through shori messaging service (SMS), 
In the last quaner of 2008, Eng Bee Tin 
launched its fint ever VIP Card o reward loyal 
ons. With the VIP Card, accumulated points 


ers on products and 


armed from each purchase allow customers to 
buy more Eng Bee Tin products, get discounts 
and freebies from partner establishments and 
terese free email alerts on in-store promotions 


and events 
BRAND VALUES 
s unending pursuit of excellence and 


innon ation has made Eng Hee Tin the most trust 
d. trend-setting hopia brand in the Philippines 
Upholding is slogan, "Quality you can taste 
the hopia company has le no stone unturned 
to ensure extraordinary products 

to success, Filipinos po out of their way just to 
simple authentic Eng Bee Tin hapuain the heart 
‘oF Chinatown, even at a premium price 
Through perseverance, creativity, clear under: 
landing of the Filipino customer's taste and. 
ood will, ng Bee Tin has rightfully eamed it 
Place a a glohally recognized Superhrand 


Testimony 


YOU DIDN'T KNOW ABOUT 
ENG BEE TIN 


FERN-C 


THE MARKET 

1а today's fast-paced world, nutrition has be 
come a priority for many. The focus on health 
is now higher than ever, as it is essential for 
maintaining quality 

needed to continue our daily activities such as 
work and school. as well as spend time with our 


life. Good health is also 


loved o 
People constantly look for ways to supple 
ment their daily food intake with eental v 
tamin» and minerals 
FERN-C 
Studies prove that vitamin C (ascorbic acid) 
is essential for a healthy life. Everybody needs 
protection fron the clement, and this vit 
‘does just that N strengthens the immune system. 
and helps prever catching diseases И 
also hastens the healing of wounds and dam- 
aged cell 
However, due to its acidic nature, excessive 
acid may be harmful. Overdosing 
fon ascorbic acid сап lead to gastric imitation 
bloating. and intestinal Меди 
FERN-C addresses this problem since 
the first non-acidic vitamin c to be introduces 
ло the Philippine market. FERN-C is sodium. 
ascorbate, amd may be taken in large doses 
Without the aforementioned dangers. FERN-C 
is in capsule form, thereby eliminating the need 
Tor starch binders that reduce absoeption and 
the efficacy of vitamins. 


onder о boat the m. 


ascorbic 


FERN Hex 
Joint pain is а common ailment experienced 
globally. One of the most common causes of 
this condition is Osteoarthritis (OA). In the 
Philippines alone. there are 6 milhon individo: 
Ь diagnosed with this disease As the popula 
tion ages, prevalence of OA also increases 
Joint pain i not confined to only those with 
OA. Even simple, everyday activities such as 
walking up a flight of stairs or twisting door 
Vnobs eventually damage joins and can lead 10 
confor in the future 
FERN iex is made from 100% pure rosehip 
powder, effective in preventing joint pain and 
Teducing joint wear and tear. 
FERNCoffee 
In today's modern world, more Filipinos are 
inclined to work harder and and work longer 
Coffee, with its power to perk, has become а 


FERN(_,OF 


necessity for many. Nest to water 


fu the second moat ствие beverage i the 
а 

The consumption of coffe, however, leads to. 
a deficiency in calcium. 

Thus there is РЕБУС оек, а healthy bever: 
age that doesn't just keep you up, but is also 
loaded with vitamins and minerals such as Cal- 
clum and Zinc. among others. Thus, when you 
take FERNCoffec, the natural calium depleted 
by coffee ges replaced 


ACHIEVEMENTS 
DSM: Quality for Life seal 
PERN-C and FERNCoffce сапу 
of mind for comme 
The DSM "Quali-brand" speaks of trusted 
QUALITY. TRACEABILITY, and supply 

RELIABILITY worldwide 
DSM assures of premium QUALITY (ISO. 
‘9601: 2000) in all forms vitamin c, includ 
img that found in FERN-C, FERNColee, and 
FERN ilex. DSM maintains Good Manuae 
turing Principles (GMP) and Hazard Analysis 
Critical Control Points (HACCP) to ensure а 
c. controled environment 
BEADIEDA Certified 
Having passed the highest requirements and 
standards of registration for pharmaceutical 
products, FERN-C has been issued the Food 
and Drug (FDA) Certificare of Product Regis- 
tration (CPR) No. DRHR 100 
FERNCoffce and FERN flex, meanwhile, 
have been issued FDA Registra- 
tion (FR) No. 36849 and 89399, 
respectively 
Halat 
In 2008, FERN-C was given the. 


Dss 
v Lie" seal, which guarantee peace 


Halal Seal by the Office on Mus- 
lim Affairs. This certifies that the 
processes and mgrediems used in 


producing FERN-C follows the 
strict practices and beliefs of I 
amic Law 

The Official Vitamin of the PRA 
FERN-C has been the Official 
Vitamin of the Philippine Basket 
ball sociation (PA) since 2009. 


FEE 


FERN-C Ag 


FERN 


Лох 


зиму 
Since 2007, FERN-C was entered into the 
Master Index of Medical Specialties or MIMS, 
This comprehensive prescribing guide ре 
ides doctors key information abot med 
products, 
Superbrands 
În recognition of a brand that embodies mar 
Aet dominance and market acceptance, amo 
other strengths, FERN-C was awarded m à 
"Superbranf" from 2008-2012 


TERNCoflee and FERN дех 
Superbrands" status in 2012, 

Others 

In recognition of his (and FERN») comm 
iment o spreading Prospenty though Entree 
fours, FERN, Ine.» President and CEO, 


MR. TOMMANNY TAN is one of PLDT 


SME Nation's MVP Rossing Awardees for 


HISTORY 
In 2010, FERN, Inc, launched its 3" product, 
FERNCoffce. Known as the "Coffee Blend with 
More Perks 
fec blend with ghi vitamins and minerals, and 
ars the Quali-Blends trademark by DSM. 
12011, FERN added a fourth product, FERN 
‘flex. A joint heath supplement made from 
100% ronchip powder, FERN i-fex is а safe 
all-natural altemative to common pain relievers 
and supplements. 

Through these products, FERN Inc. offers 
very Filipino а potentially rewarding busi- 


the brand is the only instant cof 


HT 
“ENGU 


TAKE YOUR 
FIGHTAMIN 
EVERYDAY! 


ness, FERN-C, FERN-Slim, FERNCoffee, and 
FERN ilex are at the core of a business that 
provides both prosperity and health 

With the help of the Network Developmes 
Program (NDP), FERN, Inc trains its mem 
bers in doing the business correctly and pro- 
Vides them with the sufficient knowledge, ad 
equate sills and right attitude to succeed in the 
networking business, Achieving the goal and 
‘mission to bring Prosperity to every Filipino is 
— within reach 


Executive Profile: 
TOMMANNY TAN, President & CEO 

Mr. Tan always shares his business know 
— success, and experiences with the FERN 
community. Аз President and СЕО, he leads a 
dedicated and dynamic team focused ов achiev 
ng the FERN Vision: 

"Prosperity through Entrepren 
He has been featured in one 
ofthe country's leading bus 
ness publications, Em- 
Weprencur Magazine 
amd is a recipient of. 
PLDT SME Nation's 
MVP Bossing Award 
for 2012 


ship.” 


THE PRODUCTS 
FERN-C ls pharmaceulical-prade sodium ascor 
hate (as Vitamin C) which strengthen 
resistance against nesses such as Ihe common 
old, cough, fever, and Пы, FERN-C als 
fight the effects of free radicals, and boosts the 
immune system as well 
In the market since 2003, FERN-C is vitamin 
C in SODIUM ASCORBATE form. It is made 
from materials that confirm to the Quali- stan 
dards set by DSM Switzerland. 
FERNCoffoe 
FERN-Coffee is the only coffee mix in the 
country to com wand miner 
FERNCeffee is made with ingredients from 
DSM's Quali- Blends. Based in Singapore. the 
м excels in manufacturing premises and. 
the fortification of food products, beverages and 
dietary supplements. The "Ома: Віспа brand 
associated with FERNCoffee ра 
text and most flexible nutritional solutions 
FERNCoffee boasts of having the Quali- 
Blends trademark s ich assure that the eon 
sumens are getting the best ingredients from 


DSM. 


ides the saf: 


— 
FERN ites 

FERN lex is а natural, effective and fast 
acting joint health dietary supplement 

‘Only FERN iflex contains an exclusive pat- 
emed rosehip powder proven to urthe joints in 
Зон of every 5 people. 

FERN ifie bas a unique, 100% nat 
ural, safe ingredient which has been 
wed in Europe for over 10 years. 
Whas been found 10 improve overall 

int mobility and quality of le. Mu 
tiple published research results have 
mot revealed any side effets related to. 

supplementation 

FERN flex contains high amounts of bio- 
favonoids, and has high levels of Vitamin С 

These two components are highly regarded 
for theie anti-oxidant and antinlammalory 
effects 


pFERN( COFFEY 


Unlike 
pain relievers, FERN les is all-natural, and 
‘not knowa to have any adverse side-effects 
FERN products are exclusively sold by FERN 
Authorized Distributors located all over the 
‘country, and soon world ide 


RECENT DEVELOPMENTS 
Global FERN 
August 7, 2012 was an important date fr the 
‘company, as ifern was launched to the public 
This set a milestone for FERN as it officially 
expanded its reach outside Philippine bor 
"lere fem brings unity provided by 
PERN, Inc o 
introduces new products and a revolutionary 
hybrid marketing plan which will provide yet 
FERN Members, 


even more financial gam 

Green FERN 

In May, 2012. as part of FERN, Inc's Cor 

porate Social Responsibility (CSR). FERN 
employees. accompanied by фен 
frends and families traveled to Bot 
olan, Zambales for “Luntiang Gubat 
(Green Forest): A "Rainforestatin 
Program”. “Luntiang Gubat” is а 
twoe-planting_ activity which filled 
a hectare of land with not just any 


kind of tree: what was planted were 


ccs which were endemic and natu 
ral 10 the area. The objective of this 
activity sto rehabilitate the land de 
Sioyed by the Mt. Pinatubo eruption 
20 years ago, and restore the flora 


As part of promoting the FERN Business, 
FERN. Inc has partnered with and sponsored 
active lifestyle events such as basketball, drar- 
— competition, fitness (fun runs and mara 
hons), and motorsports 

A partnership with the Philipine Osteo rth 
tis Research Society (POARS), through the ef 
forts of ts president Dr. Rene Catan, MD was 
also established. POARS shares the benefits of 
FERN i 
seminars on joint health and pain management 


lex tothe public, as well as provides 


‘caused by osteoarthritis, 

As an MLM company, FERN's promotional 
activities are geared towards sharing is profit- 
ae business 


FERN ÖFFEE 


BRAND VALUES 
FERN Inc. is a no-frills c 
im a strikingly simple hut effective concept 
proving and maintaining good health 
while creating erative and stable business 
spportunitis for FERN members. 

This philosophy has made quality health 
products accessible to thousands of individuals. 
Now, a vast potion of the market is reaping the 
— ofa healthy body while also financially 
arming from a generous business plan 


прапу that believes 
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Adhesives, the xem 4 я and Сурать 

hardness to set it. Elastic — Wess Joining С 

when walls and floor mien diferem А hot mi 

span of the super structure”, adds Raul, ~ad- floors and walls “W Г f be cel 

— have the properties to protect the Mes Tile Adhesive on floor installa T'a higher bonding strength, fas scting an 
from movement and los of ads Engineer Raul, “with a thin bed ap гайд, Fonren Joining Compounds 
that is admired and a ^ racks because our adhesive re cx 

consumers and recognized hy the in v hen he ^ BRAND VALUES 


Tight tack when И comes to providing c а н Admixture i 
ers only the best quality and val XY * mids Raul, 

Manager Engineer. Raul Casto icc With 

Being М v water and ч 


RECENT DEVELOPMENTS 


. Tinos vou 
"e FORTRI 


IN'T KNOW ABOUT 
ADMIXTURE 


surance to the 9 
the right materials for their installa 
As a SUPERBRAND, we have proven the 
liability and 


О Previously, ordinary cement was ased for 
0 types of tiles. However, we now know 


THE PRODUCT 


WEIGHING S 


THE IMPORTANCE OF WEIGHING 
hing. in one way or another, have been 

part of our daily lives. You might not notice it 
but weighing actually perforates in different 
scenarios like im monitoring our health, em- 
suring fair trade, monitoring quality, verifying 
Physical laws, ensuring safety or even in saving 
money. Just imagine... A child was rushed to 
the hospital due t wrong dosage in medicine 
What you thought was а gold hae turned out to 
be fake, after checking its density... A truck 
fill of goods approximately 20 tons crossed a 
bridge with a capacity of only 10 tons, being 
changed for baggage overweight by an airline 
Ultimately, these kids of scenario can be рес 
‘vented when the right weigh i» achieved 

This is what — ис. 
(#PSI) have beer accomplishing for the past 4 
Years, as they have the complete facitis o de- 
sign, develop, manufacture and assemble most 
types of scales and even customized scales and 
‘weighing systems. 


ACHIEVEMENTS 
First Philippine Scales Ine. have heen success 
fully supplying FUJI brand weighing scales 1o 
all sector of commerce throughout the country 
Each seale produced by FPSI goes through a 
srngent quality control prosess to ensure that 
all of its features are properly working, and wi 
last for a log time, With the advancement of 
technology, FPSI managed to develop special 
features when customizing their scales, de 
signed specifically to meet the requirements of 
their customers. Such Features help the custom 
er to usc the scales with ease 

Tti the company's commitment to uphold 
the high quality standards in their prodocte ond 
provide consumers with first-rate services As a 
Test, numerous citations and awards were be 
stowed to FPSI and Fuji Scales, which includes 


International Awards for Ben Trade Name (Ma 
did, Spain) and International Trophy for Qua. 
ih 


ce). More than а hundred local awards 
The Philippine. 

mental Educational Research Society, 
Inc - Dangal ng Bayan Award for Best in Qual 
ity Product: and National Shoppers" Choice An 
rial Awards for is excellence product qual 
ity, company reputation, brand recognition and 
12012, FPSI garnered the Best Quality Weigh 
ime Device (National Awardee) in Star Brand 


2 


CALES 


Philippines for Rasines Excellence Awards 
Mear hile FLJI Weighing Scales bagged two 
more local awards namely in the following cat 
сропех Best Weighing Scale Brand in the 12 
Annual Scal of Excellence & People’s Choice 
‘Awards, and No. | Weighing Scale in the Phi. 
проно in the 20° Asia Pacific Excellence & 
Asian Achiever Awards 

Furthermore, Fuji Weighing Scales have been 
consistently awarded Supertvands satus since 
PSI completed the ISO 9001/2008 certifica- 
tion for Quality Management System and was 
ert foe ts compliance to demonstrate con 
sistency m pes ding customer requirement and 
‘enhance customer service through effective a 
plication of the system: мк presses for 
Continual improvement and assuring the con 
Кто to customer statutory and teyulatory 


M 


HISTORY 
FPSI President and founder Mex. Amparo 
carpio has been the driving force and corner 
Stone of what started as a vision and now Being 
one of the Heading successful manufacturing 
— i the Philippines 

The viue of perseverance was ina 
Policarpo long before she was able to estab- 
lish her compan. as her previous eupericnces 
had taught her well to be resilient. This was 
tested when fire gutted thew humble home De 
termined to help her parents. Mex. Policarpio 
stewed о become a teacher. Aer geting mar 
red. she continued teaching in Manila. Aside 


from teaching, she also tied her hand а various 
endeavour, trying o make ends meet and for a 
eter fe. Such endeavour includes repack. 
squash sce: selling popcorn. face powder, ce- 
amie crockery Bought from Chinese trader 
wholesaling rice. In addition, she exerted a lot 
of time and effort in tutoring, offering board 
and lodging (to her fellow hahabayans), sewing 
blouses and selling in her hometown 

Mr. Policarpio was able 10 widely grasp 
cognitive ideas from these experiences, which 
she later ры into actual practice when she be 
an a trading irm that imports various types о 
weighing scales from Taiwan, Japan and the 
United States. Eventually when the Taiwan dol- 
lar depreciated in 1974 and orders placed prior 
to ths depreciation were not served on lime, 
she decided o be independent and manufacture 
her own кај 

‘She started the said company under the name 
Philippine Scales Indusry. Of course, predica- 
iments came pouring but Mex. Policaprio at any 
point didnot even try to quit. Instead, she found 
herself focusing more into bringing solution 
Because ofthis, she came wp with the idea of 
manufacturing other products in order to finan- 
cially support the production of scales, These 
‘ther products ranged from washers, boule 
‘openers, window hinges, folding beds, relax- 
able and kiddie chairs, strollers, walkers and 

oldable stool 
In 1983, the company became First Philip- 
pine Scales Industry, wansferring from Ca- 
Toocan to Malabon City to ter and more ef- 
ficiently cater to the demands of their clients 
In 1989, the company became First Philippine 
‘Scales Incorporated. 

As FPSI continues to expand, the company 
opened its doors to provincial customers vi 
branches in Davao City (2000), General Santos 
and Cagayan de Oro (2011). 


RECENT DEVELOPMENTS 
PSI never ceases in persevering 10 
— amd manufacture high 
quality weighing scales. During the 
first half of the year, the company was 
ble to introduce new products such as 
the FUJI-WM Wet Market Scale. 
digital, price-computing scale is ideal for 
Wet market vendors, The scale is water. 
proof making it very 

weighing Sa. S 
foods, Pout 

ty, Ver 
stables and 
Processed Fonds, 


SS 


Another new product is the Fuji DM High 
Precision Weighing Scale. Ths versati, elec 
ionic scale contains Weighing, Checkweigh 
ing, Counting, Percentage and Animal Weigh 
ing Fonctions, The scale has а high resolution. 


which can pass OIME standards at a good 
rice 
Truck scales, which are large scales, usually 


mounted permanently on a concrete foundation 
that is used to weigh entire vehicles and 
contents, By weighing the vehicle both empty 
and when loaded the load carried by the vei 
e can be calculated, FPSI have recently made 
aptal expenditure im enhancing their truck 
scale manufacturing. There area lot of cheap. 
ow quality truck scales in the market that af 
ter months af use results to deformity. So FPSI 
expanded to tuck seale to serve custo 

mand for high quality, reliable tuck scales that 
son stand the test of time: 


THE PRODUCT 
FPSEs complete list of available products and 
services is best viewed through their website 
www timbangan ph. Aside from Fuji Weighing 
Scales, the company also carry other famous 
international brands ike: Ishida 

Gapan), Tro-test (New Zealand) 

Virtual Measurements & Control 

(USA), Vibra (Japan) and Tanita 

(apan), 


The company's products are 


available in Mechanical 
Electronic type, fit for various 
applications and scenarios, com- 
mon types ак: Table and Hanging 
scales, Hog & Cow scales, Load 
bars & Load cells, Analytical & 
Precision Balances, Waterproof 
Indicators, Household Scales 
Truck Seale amd Axle Weigh 
er. MI FUJI Weighing Scales 
comes with a one-year warran- 


and 


ty for parts and services. ЕРІ also provides 

Service and Repair ofall types o 

verson from Mechanical to Electromc Seale 
n and Software 


Antormatio 
Development 

What sets FPSI apart is Ње fac that it have its 
‘own in-house ISOTEC 17025:2005 accredited 
calibration laboratory for weights, balances and 
belt weigher, o always ensure the company's 


oul of producing accurate weighing devices 
and its commitment to total quality is achieved 
FPSI's calibration facility is traceable to РТВ. 
DKD Germany, which i further 
prototype Kilogram in BIPM, France. Giving 
privilege to be the scale manufactunng 
pany in the country with accredited calibration 
laboratory granted by the Philippine Aceredita- 
‘Office. Further 
more. FPSI is accred 
ited by the Depart 
Public Works 
amd Highways, Bu. 
паь of Research and 
Standards (BRS) to 
undertake calibration 
Verification of bal- 


aceable to the 


ances amd weighing 
Scales like batching plants that supplies materi 

structions of made and bridges. ЕРІ 
ts currently exporting 


ing scales o international customers 


manufactured weigh 


— Japan and New Zealand 


MARKETING AND PROMOTIONS 
PSI products do not need a lot of marketing 
as word of mouth from satisfied users are the 
ne cam have. Although, 
ly been promoting iis 
line of products and services through line up. 
‘of marketing activities The company receives 
through print ads and 
article releases giving interviews on radio and 
FPSI actively participates in exhibitions: c 
v» and mad shows organized by private 
entities and local government units. Aside fom. 
their regular exhibits such as the annual Asia 
Food Expo (AFEN), Agsilink 
Aqualink Exhibition, the company also takes 


exposure by advert 


Foodlink and 


m 
busines transactions 


п events with a potential for long-term 


"Being committed to quality and dependabil- 
ity, FPSI also works hand-in-hand with goves 

men agencies such as the Department of Health 
for Ming weighing scales, which monitors the 
health of children throughout the country. The 
company also works with the Timhongon ng 
Ваи (national weighing scale) project, which 
endeavors 10 guarantee consumers accurate 


BRAND VALUES. 


Fit Philippine Scales, Ine. is the preferred 


supplier of accurate, dependable and econo 
cal weighing systems & related products, The 
company fully intends to keep up with this sta- 
tus through contiouously improving and inn 
‘ating their processes & line of products using 
applicable technology to f 


ustomers applica- 
tion: Improving teamwork, creativity, account- 
ability and reliability for quality, efficiency and 

alliance with 


productivity, Developing siron 


business partners: and complying to national 
standards & regulations 


The company is determined to provide more 


-quility weighing devices, enhance its man- 
facturi capabilities and continue rendering 
its first rate service to their customers, Quality 
products and customer service are the compa- 
пул primary objectives, and these attributes are 
synonymous with the Fuji Scales brand. 

FPSI's core values: Integrity, Loyalty. Humil- 
ity, Professionalism and Teamwork are con 


sidered integral par in First Philippine Scales 


THINGS YOU DIDN'T KNOW ABOUT 
FIRST PHILIPPINE SCALES 


“STONE WORKS" 


X Designed for the CWorld around you... 


facades within 
low, medium and high end market 
v. the demand and popularity for 


ative siones has been increasing. 


ACHIEVEMENTS 


hien any bleak façade and being 
му wall and floor, "Stones are 
atte building ma 


is that speak a rich 
and putem. 
ind end 


wal language of texture 

und in ether materials,” explains Market 

anager Architect Kinlwin C. Cu. 

TT Stoneworks has been manufacturing 
val ve and through the years have 

somolated fifty different profiles in unlimited 


Engineered so 


RECENT DEVELOPMENT: 


lvo, engineered stones 


THE PRODUCT 


atoms to many is and 
developers who wish to fear about our Con- 
Crete Stamping System,” says Kirdwin, " most 


BRAND VALUES 
GT Stonework is onc of the most recognizable 


industry. The brand 


Stoneworks prides elf in continuously devel 


JAKA 


Investments Corporation 


THE MARKET 
Doing one thing perfectly is wonderful, bur 
doing lots of things excellently sbetter So i was 
with Steve Allen, an American entertainer who 
‘Was an accomplished actor, comedian, writer, 
composer and television personality, and vo i 
is with the JAKA Group AKA). a progressive 
business conglomerate with diverse business 

crests in the fickls of Food Manufacturing. 
А Processing, Product Distribution, Marketing 
А Logistics: Forest Plantation Management, 
Saly Match Manufacturing: Property 
Management amd Development; Security 
Services: Information Technology Service 
ind Investment Management 

JAKA has been a pat of every Filipino home 
for generations. Safety matches like Royal. 
Guitar and EMI, produced by the JAKA Equities 
Corporation JEC). are household staples i the 
Philippines. People have alvo come to trust 
cotton brands like Charm, Angel Soft Softwhite 
as well as the mosquito coi] brand EMI Katol. 
all of which are marketed and distributed by 
ЈАКА Distribution Incorporated UDI). 

Brands under the ЈАКА Food Group, such as 
Delimondo and Sunripe are well known both 
locally and abroad. Delimondo Food Specialis 
retails line ol products that include deli meats, 
suusages, pasta sauces, drizzling oils, cooked 
food, marinades, pate, canned meats, dips 


and spreads Delimondo is the ЈАКА Food 
Processing Corp s flagship busines im the foal 
industry. Sunrie, under Pacific Royale Basic 
Fonds inc (РЕВЕ, is the referred desiccated 


coconut partner by feed industry giants 1 the 
US and Europe 

ACHIEVEMENTS 

Ву the mid 19908 to the year 2000, ЈЕСУ 
— of match products held a 70 percent 


het share. In 2003, with the introduction 
of Fuego, a water resistant safety match, JEC 
Continues to dominate the market 
Delimondo is available t Rustan's, Shops. 
Landmark, Cash & Carry, Robinson's, SNR 
Salcedo weekend market. Metra. and other 
select outlets The complete line is being 
‘offered at Petra and Pilar Restaurant at Pong 
Tamo, Makati 

in 2007, JAKA Distribution. Inc. was awarded 
the National Consumers Quality Awards 
Organization for Pese and Progressive 
Oriented, lac. as well as the National 
Consumers Affairs for providing excellent in 
house packaged paper, coton. amd numerous 
personal care products 

Unwavening. passion to deliver quality and 
excellence in product and services м the ЈАКА 
Group's driving force ю keep pace with the 
dynamic state of global business. And itis this 


passion and dedication to excellence that ld 
Superbrands Inc. w award the Superbrands seal 
of excellence to the JAKA Group. 


HISTORY 
The JAKA Group started with the creation ofthe 
JAKA Investments Corporation JIC) in 1974, a 
мер held investment management company 
responsible for oveneeng and managing the 
diversified interests of he ЈАКА, Is fimt move 
‘was to acquire a matchmaking plant in 1977, As 
по, the JAKA Empire ix Built on matches. 
JEC was JAKA's first business venture and it 
produces the country's most popular brands of 
Maer resistant and safety matches 
'Buihon its success inthe match industry, ЈАКА 
ed ino other areas. JAK A's Food Group is 
‘one of is popular ventures, comprising Pacific 
Royal Basic Foods, Incorporated (PRIFI) and 
Delimondo. PRBFÌ was established in 1986 
to operate а newly rehabilitated desiccated 
coconut factory in Candelaria, Quezon. I began 
exporting desiccated coconut products directly 
to consumers in North America and Europe 
Delimondo was launched November 13, 2006 
and its delicacies were fint introduced in the 
Petra & Pilar restaurant (also а ЈАКА Affiliate. 
under the food group). 
JAKA М also a major player in the distribution 
and logistics industry. ЈАКА Distribution, Ine. 


UDI)offescontract marketing andadistributon. 
network for in-house and third party products. 


Was started as a distribution firm in 1991. 
THE PRODUCT 
By producing high quality products with 


competitive prices and superior service, the 
JAKA has been awarded the Superbrands Seal 
‘of Excellence, specifically, № four affiliate 
companies: JAKA Distribution Incorporated 
UDI: JAKA Equites Corporation “ UEC) 

Delimondo, under the JAKA Foods Processing 
Corporation (ЈЕРС); and Pacific Royal Basic 
Food Corporation (РЕВЕ. 

JAKA Equities Corporation (JEC) 

JEC, under We ЈАКА Lights & Woods 
Group, oversees the operation of а safety 
match manufacturing facility in Agusan del 
Norte, which manufactures the country s most 
popular brands of water resistant and safety 
matches, such as: Royal, Royal Flame, Guitar, 
EMI, and Baby Sur. 

JEC also introduced a new line, using new 
technology, Fuego, water resistant matches. 
Tt is popularly used in camping areas, a the 
seaside, and other wet places no more fear 


‘of soggy. useless matches. They are distributed 
nationwide, particularly im coastal towns 
and provinces. 

is а Mime of high-quality 


specialized products covering deli meats 
bottled cooked food, and canned meats. JAKA 
Food!’s flagship brand, Delimondo caters to the 
premium market and is widely distributed in. 


» - 


major supermarkets Па top-grade meat products 
have made Delimondo the brand of choice. 

Offerings include 

Comed Beef-made from 100 percent 
shredded cattle beef, cured and seasoned to 
perfection to bring out the meats rich flavors 
This bestselling product comes in Ranch Style, 
and Garlic and Chili variants. 

Luncheon Meat—a combination of select 
pork and beef meats that are cured and 
seasoned with a special blend of spices 
Comes in Original, Cheese and Pimiento, and 
Spicy favors. 

Deli eats features products that include 
— kinds of bacon and pastrami 

Dips and Spreads—gourmet products that are 
perfect on bread or in a dish. Come in Dulong 


in Olive Oil, Tomato Eggplant Pate, and Spicy 

Tinapa in Tomato Sauce. 

Drizzling Oils—Mavor infused gourmet 
drizzling oils that can he used for past 

Marinades- gourmet mixtures that infuse 
neh and exquisite flavors nto any kind of meat 
‘Come in Iberian Chicken Mix, Guava Jelly and 
Coffee Lamb Marinade, and Universal Sauce. 
Palé- comes in Chicken Liver and Batido de 
Sardinasvanctic 
Pasta Sauces come in Bolognese, Puttanesca, 
and Pesto. 

‘Cooked Food—comes in а wide variety 
Г traditional gourmet Spanish recipes. with 

Sausages made from ground meat of heet. 
pork or chicken, cured in spices and smoked 
for extra flavor Delimondo has a wide range 
of sausages, from Kielbasa and Hungarian 
sausage to local favorites like Longanisa and 
Chorizo Bilbao. 

Pacific Royal Basic Food 
Incorporated (PRBET) 

PRBFI, makers of the Sunripe desiccated 
coconut products, likewise made the Food 
Group one of the dominant suppliers of 
desiccated coconut produc in the wori 
Sunripe is widely distributed and marketed 
through Desico International Incorporated in 
the US, and Suneipe Europe Limited in Europe. 
Sunne desiccated coconut products come in 
various cuts: Fine, Medium, Flakes, Chips, 
Shreds, and Tenderized 
ЗАКА Distribution Incorporated (IDI) 

JDL, with both distribution and logistics 
services, offers nationwide warehousing and 
Forwarding of more than 40 consumer product 
lines. The company's initial success was in 
the distribution and marketing of ЗАКАУ 
rand of safety matches through such varied 
trade channels as supermarkets, groceries, 
convenience stores, wholesaler, disinbutors. 
market stalls, sarisari stores, drug stores, 
warehouse clubs and other retailers. Soon, 
other ЗАКА products became part of the 
product line. 

Cotton 

These include cotton, which comprise 
Softwhite, Sofüps and Angelsof Coton 
‘Softwhite is premium quality cotton made from 
high-grade cotton fibers and Cotton Sofüps are 

gentle buds for personal use. Angelsoft is 


an affordable, quality cotton product made fom 
high-grade cotton fibers- 

Mosquito Coil 

JDI also distributes mosquito coils, one of 
which is Royal, a premium quality mosquito 
coil that can las up to nine hours. Royal is 
also the pioneer im scented mosquito coi, 
available in Regular and Scented (Citronella) 
EMI is a high-quality mosquito coil that can 
last upto leven hours, available in Regular and 
Scented (Lavender) 

Tissue Paper 

Then add tissue paper. Beyond all hat, JDI 
also distributes JEC and Delimondo products 


PROMOTIONS 
AILIAKA products must be able o penetrate the 
‘market through extensive prom. 

via print, TV and radio ads. De 
sampling sessions at supermarkets and actively 
participates in food trade shows. In the past wo 
years it has seen expansion in di 

Visibility, specifically in select supe 
Metro Mamla 

JAKA Equities Corp. im partnership 
with ЈАКА Distribution Inc, distribute all 
products nationwide 


BRAND VALUES 
JAKA Equities safety matches are perceived 
^w the leading brand for safety matches. In 
‘our other products are known as the 

iemative to leading Wand. 
Delimondo i perceived as a premium comed 
— par with the best-imporied rand 
All of our products are known for high quality 
and convenience. The ЈАКА logo elicit instant 
recognition amd Delimondo's. predominantly 
white packaging with the Delimondo logo in 
‘Mack grabs attention on supermarket shelves 

ie ЈАКА Group strives to offer the highest 
quality tems that people can buy. We take 


THINGS YO! 
THE 


DIDN'T KNOW ABOUT 
АКА GROUP 


THE MARKET 
“Hard to call it à party with 
out sardines," sad Brandon 
Mull in The Candy Shop Wr 
But sardines are not limited to 
parties, Canned sardines 

im the more popu 

lous regions of the 

word have come to 

be known as he sta 

ple, affordable food. 

Canned satdines, 

‘once perceived 10 

be food for the poor, 

have overcome the 
perception, 

inp a brand promise 
for taste, quality and 
safe nutrition, 


Even with the n 


of products available 
today. like canapé's 
or fingerfoods, sardines r 


Quality Products 


main the favorite 


With their exquisite taste, sardines are now cor 
sumed at mealtime, merienda and, yes, cock. 


"uil partes. They are no k 
poor And L 
respectability across all markets 


Ver just fond for he. 
yo is to thank for paving the way 


Comed heel. on the other hand, perceived as 
superior and unaffordable, is now available 


the masses 
beefy taste, The "chunkinese 
of pi 

by Ligo. 
quality beef and fav 
Sophisticated and masses alik 


thanks to Ligo all can enjoy its 
and composition 

‘veel was made popular 
innovating with its recipes to produce. 
rs now a favorite for the 


ара 


igo's status as the industry pioneer and its 


reputation of consistently 
ity frst has eared unwav 
its far-reaching customer base 
is poised to 

brought on by economic die 


delivering qual 
i loyalty from 
The company 
rowing market demands 


lineup of inexpensive canned fish and meat 
Quality and aste are по longer expensive or un- 
affordable with Ligo products the consumer's 
— in the Philippines 


ACHIEVEMENTS 
Ligo has been a market leader in the Philipines 
for $8 years, comering the canned fish and 
canned beef markets. Following are but а few 
amples of the many awards resulting from 
the company’s continual pursuit of excellence 
Brand 2003 


* Top Canned Sardines 


National Consumers Quality Award ac 


ples Cho 

> Most Outstanding Canned Comed Beef 
2004 Consumer's Choice Award by The 

Consumer's League of the Philippines 
indation (CONPHIL). Ine 

Outstanding Comed Beef 2004 

Philippine Marketing Excellence Award 
by the Philippine Marketing Association. 

* Number One National Comed Beef 
005- by the National Shopper's Choice 

Annual Award 

+ Advertiser of the Year, 19h Philip- 
pine Advertising Congress, Cebu City 
November 2008 

* Superand Seal of Excellence for 
Ligo Quality Products from 2005 by 
Superbrands Philippines 


HISTORY 
Founded by Gregory Tung St. A. Tung. 
Chingeo Manufacturing Corporation hax been 
the exclusive distributor of Lago products since 
1954, The strategic association between A. 
Tung Chingco Manufacturing Corporation and. 
Libeny Gold Frait Company of California, 
USA, made Ligo the market leader of the 
‘canned fish industry 

In 1988, the company buttressed Ligo's domi- 
nance of the market by erecting ts own local 
‘manufacturing facility о meet the growing de- 
mand for its products. By the mid 1990's, with 
son Gregory Tung Je at the helm, the company 
strengthened its marketing operations by ven- 
turing into meat products. This was closely fol 
lowed by the development and launch of new 
canned Ligo fish and meat products, compris: 

e numerous sardine variants, squid, comed 
beef and came nore 

Today, Ligo's wide range of products, man- 
wfactured at two facilities (Zamboanga City 
and Metro Manila) are not limited to the 
Philippines They have become favorites ín the 
US, Europe. the Middle East, Israel and many 
Pacific Rim Countries 

The future will be in the hands of 
Mikko Tung, currently Vice President of 
Production. When asked about the future of 
third-generation Liga, he replies, “My grand- 


father pioneered canned sardines, my father 
expanded the offerings with meal products 
and is still enhancing those offerings. | stari- 
cd on the production floor, And as 1 look, lis- 
ten and ieam, | hope to continue expanding 
the v 

ited, 1 take our motto "Quality First” seriously 
My goal is to make it "Quality Forever’ across 
all markets. And maybe just a litle spicier: 


ty of our products. I se 


SARDINES №8 SARDINES 


THE PRODUCT 

А. Tong Chíngeo Manufacturing Corporation 
launched Ligo products imo eventual promi- 
mence with a canned sardines line more than 
S8 years адо, As a stalwart of the canned food 
industry, however, it has since expanded its 
offerings to a wide array of canned fih and 
meat products 

To cater to individualized needs of the con- 
sumer, many of Ligo's impressive scope of 
Ligo canned fish and meat products are avail- 
able in different portioned sizes: 155 grams, 
200 grams, and 425 grams. 

Ligo mackerel and sardines come with toma- 
to sauce and chili sauce added, with sardines 
also being available in vegetable oil. In addi 
tion io canned squid, a virtual smorgasbord 
‘of sardine variants tailor-made to gratify the 
Filipino palate are widely available in G 

Kaldereta, Тау, Tinapa and 


Ligo’s meat category is dominated by its 
comed beef and came norte lines, which 
are simultaneously of consistent quil 
fay and affordable to a wide segment of the 
Philippine population. 


PROMOTION 
A. Tung Chingso Manu 


BRAND VALUES. 


Ligo 


Meat Loaf 


Zr vxgostst —— 


MANILA: 


‘BULLETIN 


THE PHILIPPINES’ LEADING NATIONAL NEWSPAPER 


‘THE MARKET 

Never before has our country been in an envi- 
ronment where acces to information and com- 
munication i so abundant and relatively nev- 
pensive. The memet, TV, mobile 
mew and informat streaming 


‘easy and fast to pet as a cup of coffee. Decades 
ago, doomsayers say that the advent of technol. 
ору will erode the newspaper's audience, from 
the internet's inception To the CNN era, they 
pointed out that the disadvantages that newsps- 
pers have in terme distribution, producnon cost 
and technology will eventually kill it. Today, 
newspapers have not only survived but has a 
good chance to thrive. assuming that they те 
invent itself toa. changing and broader market 
the internet only penetrating around WPs 
‘of the total (and potential) market there i ample 
‘oom for print media to expand. With an adult 
— rate of 92.6% the Philippines has been 
а country that values the importance of read 
ing. A fact that is гесу proportional to the 
success of print media industry in the country, 
ion crossing over the 90 mi 
be a strong 
source of news and information. Then there are 
the intangible reasons why Filipinos sill find 
the physical nature and Value of the primed pa- 
perso alluring 


ACHIEVEMENTS 

The Manila Bulletin has come a tong way from 
sts beginning as a to-page shipping document 
where early readership was centered. among 
traders and businessmen, The publishing com- 
pany eventually began a section devoted so 

for classified advertisements and which has 
Brown to be the number one venue for entre 
preneur. to make their businesses known 
the public , career hunting and other business 
ventures 

The classified advertising section still remain. 
a section more so on weekdays 
where it outpaces all other broadsheet» in the 
In a move to cater to a wider range of old and 
emerging Filipino readers, the paper expanded 
its range of offerings suitable for every member 
‘of the family. Currently, aside from the daily 
sections featuring business, entertainment, 
spots and lifestyle; 
the publication als 
engages in featuring 
arces oe health 
real estate, environ- 
ment, agriculture, 
food, motoring 
studens and cam- 
pus amd ior 
Imation technology 
The broad sheet also 
provides insert mae- 


There is 
good 
news 


ere. 


aimes lke the Panorama. Style Weekend. Trav 
el Magazine, and Digital Magazine (ad special 
‘extions like picture perfect, ec) - Many prod- 
‘ets that suit the varied taste and persuasion of 
the Filipino reader 

‘One of the most succesful and steadfast 
road sheets m the country the Manila Bulletin 
has à robust daily circulation of over 380,000 
(400,000 + on Sundays). It has also taken bold 
moves to reach out o its markets by establish 
ing more than 15 branches nationwide. The 
publication continues to cater o a wide range 
Of market segments from class А о braad С 
markets a» these constitute more on the ac 

ive readership hase that the company aims to 
penetrate 

"Along with these. Manila Bulletin articles are 
also available online. This strengthens the com- 
рапух capacity to disseminate information, as 
Si abe 1o reach more readers overeat 


‘THE PRODUCT 
AAs an established beacon of trath and accuracy 
in the print media industry. the Manila Войска 
— provide massiv readership and ad 
Nerlising sales. Veering away from sensasional- 
im it han deliberately and showy re-imvented 
itself m terms oF how the paper and it other 
products are presented. sold and distributed. It 
— ю Re ввозе in presenting infor 
ation without breaking away from is heritage 
‘of truth and accuracy, 

The main section of the daily publication con- 
sists of both local and foreign news gathered 


from various news outfits and a wide network 
‘of news correspondents. Orher daily features n> 
‘clude business, opinion, entertainment (inclu 
ing movies and comics), lifestyle and sports 
Weekly lifestyle articles are also provided to in- 
crease the network of readership. Among these 
ae features on well being, home and garden, 
real estate. motoring, information technology, 
parenting. travel, trends and fashion. 

Aside from the features provided by the daily 
write-ups, weekly magazine inserts are also in- 
sluded like Panorama, which comes out every 
Sunday. and Style Weekend, which is released 
every Friday of the week. There is also a Travel 
Magazine that comes out every second Thurs: 
day of the month and a Digital Magazine which 
‘in available every quarter of the year. This gives 
the readers something to look forward to as 
these inserts highlight specific topics that are of 
great interest to regular readers 

Special magazines have also been a part of 
Manila Видети line-up, Out fits like Agricul 
ture, Animal Scene, Cruising, Sense & Style 
and Sports Digest are utilized to support the 
‘company’s move to penetrate specific market 
niches. While magazines such as Liwayway. 
Bnaya, Bannawag and Hiligaynon cater to the 
general reading public and establish a reader- 
ship base across the region 


HISTORY 
(On February 2, 1900 the Daily Bulletin ap- 
peared for the fist time in the Philippines, an 
soe job printed by FI Progreso from No.10 
Carricdo Street, Quiapo, Manila. 

The Manila Bulletin initially established its 
— as à paper catering primarily to busi 
— the Mock market, business developments 
and analysis business columns, and commer. 
cial news stories. The focus on business and 
Industry consequently became its secret о suc 
tees as the paper regularly came out with late 
breaking and relevant industry and economie 

The Paper's longevity has enabled it to re- 
‘cord important events in the country's history 
from the rivalry between Quezon and Osmela, 
the eventual ascendancy of Quezon to take his 
place as the first Commonwealth president, the 
beginnings of World War I, o the early post 
war period under the independent povernment 
of Manuel Roxas. Recognizing the needs of 
the times, the one time business newspaper 
— into а general newspaper published. 
7 days a week: 

The Manila Bulletin flourished, adding Pan- 
orama, a weekly magazine in 1968, and sub- 
sequently the tabloid Tempo in 1982, a hand- 

|y cared and read version of the broadsheet, 
and recently added the Tagalog tabloid Balita in 
July of 2005, And as early as 1999 the Manil 
Butletin also came up with various magazines 
that catered to the diverse interests of the Fill 
pino readers 


(oyna wel a) 


Mania Bulletin Publishing 


The Leadership of the Manila Bulletin was 
transferred chairman Emilio T. Yap, when 
its previous helmsman General Hans Menzi, 
passed away in 1984. Chairman Yap's even 
faded and dynamic management through 
the years has brought the Manila Bulletin to ts 
present. prestigious status 


RECENT DEVELOPMENTS 
The Manila Bulletin marked its 112° Anniver 
on February 2, 2012 renewing its time 
ored mandate of deliver 
sed information 
The Manila Bulletin continues о respond 10 
the dynamics of the market . t was the fist 
broadsheet to establish is website (www 
amb com ph) and in 2009, launched the ePaper 
a new way to experience the Manila Bulletin 
anywhere in the world through a PC. Today the 
Manila Bulletin E-paper establishes itself as 
he most patronized online broadsheet 


accurate and 


our OFW's to be kept 
ocal news. Im the E 
informed of the progress and results of the polls 
in “real time. 

This year saw new treatments 

There is Good News Here.” Advertising сапу 
paign Intended to market the paper as a med 
Um that has a positive outlook on things despite 
all the problems facing the ration. Reiterating 
its traditional mandate, the “Good News Cam- 


the paper's 


BRAND VALUES 
Over the years, the Manila Bulletin logo has ас 


nes a reputation pany with a relentless 
iment t providing truh, accuracy and 
service. Although influenced by the 


ly changing market trends. the Manila 
Stil doesnot fail o adhere to the time 


tested joumalistie values which is key 10 the 


company s long lasting success 
As one of the major mformation providers in 
the country, The Manila Bu 


ng lives along the way. T 
massive readership the newspaper is capable 
of nising through this challenge and umting the 
Filipino towards onc poal 

For 112 years, the Manila Bulletin has been 
a part of everyday Filipino lives. From morn- 


ing conversations to corporate meetings, to as 
simple asa cup of coffee, The Manila Bulletin 
has heen there, dependable and uncompromis 
ng. The brand has also established itself as a 
good corporate citizen through the numerous 
job fairs, support for schools and the youth 
and other philanthropic endeavors 


f Things you ОІОМ'Т KNOW ABOUT 
|} MANILA BULLETIN. 


MET 


TATHIONE 


THE MARKET 
Times have changed and so did our market. We 
are now living in a new era - where the market 
han become more demanding and discriminat- 
ing. Is not enough that a product delivers а 
should he able to consisten. 
multiple values to the consumer ori 
ant. And this is exactly how M 
Tathione continue to dominate is industry 

‘As people's concern with looking and feel. 
ing healthier becomes greater, the demand for 
a product that can answer both concems has 
never been higher as it is today 

t is in this environment that Met Tathione 
а more potent kind of glutathione, has come 
ahead of the pack; offering antioxidants and 
skin whitening in equal measure, People are 
now more aware of the positive effects Of ant 
‘oxidants on health, and the market has hurried 
to fill this need. With antioxidants becoming 
more and more present in food products, vit 
min supplements, and even conmetics. Interest 
ingly, it is not only the disease preventing ef 
fects of antioxidants that attract people to Met 
Tathione products, but also ns evident whiten- 
ing properties that does so. 

Today, though the market enjoys а never be 
fore seen number of choices im glutathione 
supplements, it also recognizes the multiple 
vals, reliability and quality that Met Tathione 
delivers. Iis most trusted not only by women. 
but also hy men; not only by the more matured 
market, but also by the younger demographics 
AI have Found the value of an antioxidant that 
can make one’s skin fairer — a value that Met 
Tathione delivers astonishingly 


ACHIEVEMENTS 
Met Tatione’s dominance in the skin whiten 
ing category is often challenged yet remains 
‘unmatched! It has boen so successful that it has 
reaped recogivon from varius амаа 
bodies. In 2004, the year it was introduced to 
the Philippine market, Met Tathione was al- 
ready recognized as it won the National Phil 
ipine Marketing Excellence Award for The 
Most Outstanding Whitening Pill Consistently, 
in both 2006 and 2007, Met Tathione has also 
won the Waston's HWH Awards for the Cosme. 
ceutical Brand of the Year and Most Improved 
Sales Performance in the health category. Again 
in 2008, Watson's HWB awarded Met Tati 
‘one for Most Improved Sales Performance and 
the Best in Service Level award for the health 
category. 

Te was also in 2008 and 2009 that Met Tathi- 
‘one was awarded the Superbrand Status and has 

laying the Superbrand logo 

‘upto today 
Adding to these overwhelming recognitions 
are the glowing endorsements given hy some of 
Philippines top celebrities, with Marcar Reyes 
being its latest brand ambassador 


HISTORY 
The Met Tathione brand is the creation of White 
Beauty Corporation. formerly known as Whi 
‘Beauty Philippines Company, » distribution 
‘company dealing im skin care products and food 
supplements. Their flagship product was Met 
Tathione, a dictary supplement to whiten and 
even out skin tonc and to counter the undesir- 
able effects of aging onthe skin. 


Unveiling my glowing skin 


During its first year, Met Tathione won a Phil- 
ippine Marketing Excellence Award, and since 
thon they have always looked forward and con- 
tins to prow immensely 


‘THE PRODUCT 
The idea behind Met Tathione is simple: offer 
the benefit of pood health and good looks with 
‘nly one supplement. ран from strengthening 
the body's resistance to diseases with its anti 
‘oxidant properties, Met Tathione also satisfies 
the desire for physical beauty 
Met Tathione 100% premium prade. reduced 
glutathione supplement imported from Japan 
АШ the raw materials that go into manufactur 
ing it are also made in Japan; the most trusted 
and advanced source of supplemental gluta 
‘one in the world today 

Before Met Tathione product are shipped to 
the Philippines, they undergo strict testing by 
the Japanese Health Ministry to determine that 
they do, in fact, contain the correct dosage рег 
capsule as the label claims. This test is comple- 
mented by a thorough microbial examination to 
determine that the products meet the strictest 
standards of hygiene and cleanliness 

When the capsules reach the Philippines, they 
are again examined by White Beauty Corpora 
on to confirm that the ingredients are pure and 
in the correct quantities. The exhaustive testing 
procedures сате out both in Japan and in the 
Philippines ensure that Filipino customers ge 
the highest quality supplement possible 

Each capsule of Met Tathione contains 250 
milligrams of reduced glutathione, 25 mill 
grams of alpha lipoic acid (a moisturizer), and 


MET Makes it happen. 


125 milligrams of sodium ascorbate (natural vi- 
tamin C). Together they help cleanse the body, 
renithen the immune system, delay aging 


sexual potency and prevent skin aller 
gies and stress-related diseases. Above all, Met 
Tathione evenly whitens the skin and gives i 
a healthy glow hy decteasing the ре 
‘of melanin. 

Another product that has become a staple 
among women is Met Tath um Skin 
‘Whitening Soap. t contains five potent whiten- 
ing agents including Alpha Arbutin, which has 
heen ranked as the number one сметаї d 
Whitening agent in J 
soap that moisturizes, eliminating fine lines ax 
it whitens and protects the skin from the sun 
This multi-faceted approach to skin whiten- 
ing dramatically outperforms the competition 
who simply use only 


owe or two bleaching 


RECENT DEVELOPMENTS. 
With he astounding success hat Met Tathione 
accomplished in йз В years in the market, the 
dnb, White Beauty Corporation, wants to 
share о the rest of the world. Using the lat 
fest avenues such a8 social media (Piip ww 
facebook com/Metathione), Met. Tathione i 
able to reach n desire healthy 
body and skin 

To stay one top, Met Tathione needs to make 
— consumers welfare а top priority. In regu- 
lar market research, they discovered the need 
to provide a smaller SKU, Thus in 2008. They 


launched а new soft pack containing 30 cap- 
sules. To enhance the efficacy of taking Met 
Tathione, they introduced a sodium ascors 


(Vitamin C) which is also made in Japan. 

Met Tathione has a new addition to 
highly regarded celebrities as their brand am. 
bassador. Ms. Maricar Reyes. 


PROMOTIONS 
Met Tathione has been regularly promoting the 
brand by having a veritable media blitz tha 


highlight the glowing endorsements that ce 
lebrities give for its equally glowing products 


This 


rp with real life testimonials of ev 
херня who credit the brand with the 
transformations they have experienced 
Beyond the big media campaigns that the 
brand is known for, Met Tathione has also tried 
pro le through псори with 
Mercury Drug and Watson 


MET 
TATHIONE 


BRAND VALUES 
Met Tathione seeks to maintain its position as 
the dominant glutathione skin whitener in the 
market through the continuous pursuit of per 
fection, quality and integrity. Met Tathione will 
continue to be a household name and will he 
— as a brand that inspires Filipino men and 
women to care for ther health and skin through 
the daily intake of Met Tathione capsules and 
Met Tathione soap, 


THINGS YOU DIDN'T KNOW ABOUT 
MET TATHIONE 


Miss World 
PHILIPPINES 


The Miss World Organization: 
Beauty With A Purpose 


Be 1 lua the name highest standards set by Miss World for over 
a special annual award Programme that sin- 60 years 

the Miss World 
through charitable works, 


vic 2011 marks the beginning of a new history 
Miss World т our country simply because 
the very fint time a Miss World Philippines 


Miss World 2010 Coronation Night 


The President of the Miss World Organization, — have made a real dif 


Jala Marley coined the heme "ty Wai im her homeland. Charity work i will be crowned. She will become our Ambas 
^ Miss World ethos and pur of the owl ай nations the moment 

then mere um $400 millo USD lee beon lenders in cach country i that they volunteer she меру onto the stage of the World Pageant 

raised in ita name in support of children's cha adraia for char The Filipina who wins this cow 

ties acrom the globe, bringing help and hope be a shining example of the hes 

io hundreds of housands а wood. Awong the Filipino womanhood 


Inspired by the slogan of Miss World Limited 

‘Beauty with а Purpose," we are adopting in 
"be Philippines the theme "Beauty in Giving, 
And this is why, our winner and her court will 


teen the Nelson Mandela 


«Cancer Variety Clube 


—— Hunger, and the 505 put her beauty o good use by caring for the 
| hildren's Villages which cams for orphaned Р e 1 A panpalized women and children of De Pili 
and abandoned children in 132 countries "I an sioe winner has automati- = 


Gy bem awarded a place inthe Mie World pines through various charities, namely, Tuloy 
Sureetchildren Village and the РОН Medical 
Found 


Without questio, it is the enduring popular 
ity of the Miss World pageant that has helped 
spread the word and enc 

To get involved as part of their bid for the tite 
im activities that really can only make the world 
better place 


ed young women 


Miss World Philippines: 
Beauty in Giving 


на Miss. Work Philippines! If 

you n beauty. especially one 

with a purposeful reason for being. then you are 
rome in out world. 


Julia Morley. Chair and CEO of Miss 
Word Limited last 011 . This ac. 
— marks my commitment to the cause 
ff Miss World and the high expectations that 


uia Modey ‘come with the tte. 1 am determined to rise up — 
Preziden, Mas Word Ugarte to the challenge of excellence ə tradition of the rector, Mas Wort PHILIPPINES 


COGlobal Quest Inc. will manage the Miss 
World Philippines Pageant and through its ас 
tivities, earmark funds forthe betterment of the 
lives of countless streetchildren as wel 
medical care of thousands of charity patients 
in the Indigent Wing of the Philippine General 
Hospital 

Mt is time for the world to see and to behold the 
beauty, the goodness and the brilliance of the 
Filipina and through her, the wondrous beauty 
that is the Philippines. 

You can become a part of this noble crusade 


by sccking her out, this outstanding 
ill become Miss 

And by God's grace, possibly win the tile of 

Miss W 

Be 

you all, 


candidae 
she who 


Philippines 


nd words of gratitude, I thank and bless 


Director, Miss World PHILIPPINES 


compete for the Miss World 2011 Final 


participating in the fast track events and other 


‘tivities of MW, Gwen was 
сень last November 6, 201 
World Pageant Night held at the 
in London. Miss Venezuela, Ivan 


crowned Miss Workd 2011 while M 
Rico, Amanda Pere Princess. Ih 
een 16 years since Miss Philippines last placed 


in the Miss World Pageant (Ms. Ruffa Guttierez 
Won MW 2nd Princess 1993). But it has been 
more than 3 decades since Miss Phili 

crowed Ist Princess (Ms. Evangeline Pascual 
MW 1973), and now, Gwen brought back the 


Philippines ax a frant runner in the biggest and 
most prestigious pageant - Miss World 

Gwen was able to make it to 3 out o 
track events of Miss World. Winner 


"lists for each fast tack are given equivalent 
their 
chances of placing in the top 15. Miss Philip- 
Pines ranked Sth in the Beauty With a Purpose 
‘aleyory, paining 25 points and ranking Sth In 
the Top Model 
7 points. Wh 
ranked 21 


Points which will be very beneficial 


the ranked У 


ality and determination 
"he pageant since Day I in 
d her high points with а teal 
‘th overall in the preliminaries. She was 


on fire on the Pageant Night gaming 40 porte 


(he ranked 2nd. next to Miss Venezuela). Ве 
md focus, the whole 


Your CQ Globa Quest 


is so proud of 


you Gwent CONGRATULATIONS! 


Miss World 


Letter from the Office of he President 
Office of the President of the Philippines. 


MALACARAN PALACE 
MANILA 


My warmest greetings to the organizers and 
candidates of Miss World Philippines 2011 on 
Your Maiden Pageant and Coronation Night 

T commend you on this milestone event that 
celebrates the beauty and spirit of the Filipino 
‘woman. By weaving philanthropy ino the heart 
the pageant festivities, у 
Of the competition beyond glity and glamour. 


That you qualities are matched by compassion 
and your 
e your tal 


Kindness is 


Through 
wielded key roles in shaping our nation’s des 
and in daylight and hope, will 


playa 


BENIGNO S. AQUINO Ilt 


Miss World Philippines 2012 


THINGS 


О Fiat Miss — and wae 
nly a par of the Festival of Bain 
amd the large audience guaranteed future 
p 


O Firm Mise World was Swodish Mise Kiki 
 Maakanson and she was the first and lasi — 
winner to be crowned in a two piece 
swim suit. 


OQ In 1959 Miss Loreta Powell from the 
USA arrived in a Stetson hat and cowgirl 
‘outfit including guns, which were taken 
‘off her as they are illegal in he UK. 


О Bob Hope hosted Miss World in We 
1970's surrounded by feminists 


IM ont sou ав | 
‘watching Miss World 


SMTA с 
“India went on to become a famous 
Bollywood actress 

Q Miss World operates in over 130 coun- 
‘ries and fundraising tops (085450 


< my|phone 


THE MARKET 
With more than 100 million Filipinos spread 
allover the country’s seven thowand islands 
Filipinos for the past ma 

among the heaviest users of mobile phones 
and text mewaging in the world. With a robust 


Will appear and catch the mobile phone industry 
by storm. Enter MyPhone 

MyPhone n the lading local phone brand that 
loted and popularized Dual SIM phones i the 
Vlippines And to enable the free interchange 
of ideas between and amongst us all, My Phone 
fers Filipino mobile phones and other devices 
ata price within reach by ll 

MyPhone was the first to offer the working 
class а phone worth their hard-earned money, 

М one that would exceed their expectations 
given a limited budget. 

There will always be room for growth i this 
industry and the technology will continue to 

aprove. MyPhone will maintain its position at 
the leading edge of advancements and always 
strive meet the demands of his ever-changing 

dustry. And the company will always do so 
— the user experience first in mind 


an astounding growth potent 


‘ACHIEVEMENTS 
MyPhone stared in 2007 with only 3 models to 
sell. This number has grown to approximately 20 
modets in the market. Starting with 15 dealers, 
"he company has managed to increase its num- 
ber to 250 dealers nationwide, supplemented by 
162 concept stores and kiosks. This is the high 
est number of stores for any cellphone brand in 
he county 

MyPhone is also sold through over 900 mult 
brand stores nationwide. After starting with 
sales of only 1280 units in its first month, five 
Years later in 2012, MyPhone hit an average 


Of 300,000 units sold per month. This was af 
ter logging record sales of 565.000 units in 
December 2011 

First to introduce Dual SIM phone in the 
Philippines back in 2007, MyPhone was also 
the fit local mobile phone brand m the coun- 


try. It was also the first local mobile phone 
brand to sell o Globe Telecoms, a major tele 
— service provider, with the S21 


model. A slider phone with camera. the S21 re- 
tailed at below Pho 2000. Over 100,000 uni 
MyPhone is a company of many fint 


* Fit to create and develop а customized 
phone for Cory and Ninoy Aquino. 
* First to launch a musie album phone 
(MAP) showcasing albums of Sarah 
imo, Freestyle, Rivermaya. Jenalyn 
Mercado, and others 


* First to develop and launch a phone (ВАХ 
Duo) with ant-fake money detector in 
support of Bangko Central advocacy for 


HISTORY 
David S. Lim isthe CEO of Solid Group Ine 
a group of companics that has been operating. 
for over $0 years. Starting with 15 dealers, 
under his leadership, MyPhone has managed 
to increase its number to 250 dealers nation 
wide, with 162 concept stores and kiosks, the 
‘most for any cellphone brand n the country 
My Phone is also sold through over 900 mult 


9 ту 


THE PRODUCT 
MyPhone offer an extraordinary range 
bile phones that deliver superb quality with 
prices ranging from Php 799 to Php 7000. 
Basic Phones priced as low as Php 799 com- 
promise neither features nor quality. And 
MyPhone handsets to-date are DUAL SIM, can 
take pictures and can even play your favorite 
MP3 songs. 

TV Phones start at Php 1199, with each mod. 
«9 featuring wireless FM radio as well. WiFi 
phones that start at Php 2199 allow users io 
Connect to their favorite websites an 
network applications. And Android phones 
Star as low as Php 3899. These phones allow 
ters to download thousands of application. 
that can be used for education, work and lei 

re. And they do it at a price far lower than the 
Industry giants 

MyPhone isthe frst and only mobile phone 
in the world that has what we call а Pinoy App, 
а patented feature that cames Filipino tradi 

and more Filipinen are believed to 

Ms": Masayahin, Madasalin at 
he Pinoy App covers all hat with 


сапу the th 
Makabayan. 


phone 


PROMOTION 


THE MARKET 
Don't throw away an old bucket unless you 
know whether the new one holds water Swed- 
ish people live by this proverb and OROCAN 
lives up to its advice, Ax a maker of Plastic 
Houseware, OROCAN makes sure your pai 
basins, and pitchers hold water or any other li 
uid you might put in them. The company also 
makes organizer boxes, drawers, 
cabinets, dish drainers and insulat- 
fed products like cooler jugs 
OROCAN solves your basie 
household problems- 

pails for transport or 
collection of w 
ler, basins io wash 
clothes, drawers and 
cabinets to organize 
your bedrooms, or. 
dpanízer boxes to keep 
your homes unchu 
tered. pitchers for your 
drinks, and dish orga- 
nizers for the kitchen. 
Al these products 
fare produced with an 
‘emphasis on original 
ity and quality. Ве 
yond being functional, 
‘OROCAN’s innovative 
designs also please our 
aesthetic preferences 

As homes get smaller, 
needs increase for the 
solutions we provide, 
So our market continues 


o grow. OROCAN space saving products not 
only achieve their purpose, hut improve the 
‘aesthetics of the home. They are designed v 
look nice as well ax be functional, Our latest 
product, the MAJESTIQUE, is a full sized 
cabinet made to hold clothes that need to be 
hung together with garments that are best 
folded. We design products to fit the modern 
— which guarantees continued growth 
Helping people solve their space problems 
remains a viable and growing busines. 


ACHIEVEMENTS: 

The brand mame was 

coined in 1984, ORO, 

‘which is gold in Span- 

‘sh, signifies value or 

something precious 

CAN, which is Eng- 

lish for container, re- 

fers to the company’s 

beginnings as a maker of 

pails and plastic drums. 

The Brand OROCAN 

comes. from the combina- 

ion of these words, which 

describes a line of products 

that are valuable to own. A 

direct translation would he 

GOLD CAN or GOLD CON- 
TAINER, 

OROCAN started out by 

‘making pails and basins to ad- 

dress the omnipresent water cn- 

ses incites. It then introduced 

other household stems like puch- 


ers, insulated products, and dish organizers 
n 1997, the company launched its САНА DE 
‘ORO line of drawers and cabinets, The com- 
pany now makes flexi-boxes or organizer boxes 
aswell 


HISTORY 
The OROCAN brand was officially developed 
in 1984 by Mt. Ko Hu Que, the founder, and 
Ramon Go, who has heen the President and 
‘General Manager since foundation. In the begin- 
ring there was no factory, just design and sales 
— In 1994, the company rented ts 

factory and introduced its KOOLIT insu 
products, DIMPLE PITCHERS, DISHGARD, 
AND RICE GARD. In 1996, operations moved 
to a new factory, this time owned by OROCON, 
Beyond that, machines were doubled from seven 
to fourteen, greatly increasing manufacturing са. 
рану САНА DE ORO DRAWERS joined the 
amily in 2008, followed hy the САНА DE ORO 
MAJESTIQUE Multiple Cabinet in 2010. AI 
‘expansions were implemented 1o find creative 
Solutions to the daily problems we all fce. 


THE PRODUCT 
OROCAN i proud of its innovative approaches 
to product design, with unique functionalities de- 
signed into individual wares: 

The DIMPLE PITCHER, introduced in the 
905, boasts a handle design that allows it to be 


of the product. The 
‘open-ended handle design enabled us to nest 
the pitchers together into a tube for shipping, 
saving at least 30 10 40 percent in shipping 
costs. This, of course, translates to cost effec 
The DISHGARD provides consumers with a 
modem rendition of a dish drainer. The САНА 
DE ORO ROYALE was designed for the cabi- 
fet and drawers to be placed side by side, of 
fering the consumer multiple ways to store all 
their clothes in one space. There is also the 
САНА de ORO IMAGE DRESSER with locks 
А keys, clock and vanity miror. We also have 
САНА de ORO KIDSTUFF Chest & Drawers 
with locks and keys, and even САНА de ORO 
BAMBINO for your new addition to the fam- 
ily. These are all original OROCAN concepts 
and designs 

The MAJESTIQUE is another original con- 
cept and design of OROCAN that рих ergo- 
— in the storage and retrieval of clothes. 
‘has a small cabinet with а shelf on top to put 
folded clothes and a full hanging cabinet at 
the bottom. The iden is to remove the need to 
crouch down tothe bottom drawer to retrieve or 
More clothes. Consumers can select their gar 
ments from the top cabinet while standing with 
their collection in full view, And to access their 
hanging wardrobe, they need only bend sligh- 
ly. Fewer motions and less stress in storing and 
retrieving clothes is the welcome result 


OROCON also produces PLASTIC RIGID 
MATTING, which is ideal for poultry and canine 
‘cages, And then there are CONVEE POULTRY 
CRATES and CONVEE EGG CRATES. And 
here's a surprise, SUPER FOOD KEEPERS and 
OASIS pitchers with faucet and ladle included. 

‘OROCON fills household needs for plastic 
ware with products designed to be rugged and 
long lasting longer lasting than those of our 
competitors. 


RECENT DEVELOPMENTS AND 
PROMOTIONS 
Most recently we launched the САНА DE ORO 
ROYALE and MAJESTIQUE lines. And more 
ariants are inthe works. We continue to adver- 
tise on Radio and now cable TY, creating sus- 
"ainable awareness vf our brand. Current condi 
tions do not allow us to do major campaigns, 
but we do have small campaigns like Bombo 
Radyo and Cat TV. We alvo have point of sales 
billboards to enhance our brand image. 


BRAND VALUES 
We are perceived as a maker of good 
and durable plastic product, although 
not cheap, The OROCAN name is 
now a local collogualism, equating the 
brand with quality and innovation, We 
continually improve our offerings, and 
While we may not have the entire spec- 
"rum of products the market needs, we 
ме the best in the categories we are in 
Tn our latest product, the МАЈЕ. 
IQUE, we have introduced іно the 
Philippines the first cabinet with an in- 
trinsically pleasing scent. This adds the 
dimension of Smell to household wares, 
‘adding to the existing dimensions of 
Feel. We lead the industry 
and are proud lo be awarded the 
to display the Superbrand seal of excel 
lence: We ae, after all, a Superbrand. 


w 


IRES & 


[Comm itment 


THE MARKET 
There is no doubt that the use of wires in gen 
eral, be it for residential or industr 
commonality for elestr power requirements 
With wires. there is no conduction 


electricity to power up y 
‘our streets, ete. Wires today pi 
tole sonvenience but a re 
m ater to. Through the 
ubiquitous plaintooking, covered threads of 


wires which powers up gadgets and appli 
living im this ultra-modern world has bevo 
‘conveniently possible, АП communities require 


wire and 

today telecommu 

Rater PHILFLEX 
This home-grown fam. 

мой wires and cables have played a 

major role in accelerating the 

nomic and technological. growth 

PIILFLEX has made life convenient and more 

p 

have! 

Ironies, electrical and the telecomms 

sector for the local 

markets A wire for every need compliment of 


le to power up for electricity and 


brand known for 


fourth decade of service to the co 


т serving the power, construction, elec 
d even the Intemational 


its high standard with the many variants on ne 
essity has allowed our consumers to trust in 
our brand 

PHILFLEX has delivered its pro 
not only for durability, innovation and safety 
With à firm resolve to do this consistently 10 


Ye Quality. . 
Pursuit of Excellence 


achieve an integrity. now a brand trusted by 
the Filipino people and today the world over 


alliances with world e 


nowned Japanese technological providers 
PHILFLEX rightfully cared the reputation of 
being the country’s lead 


ACHIEVEMENTS 
PHILFLEX start in 1964 
front of the wire and cable manufacturing i 
dustry aller а string of triumph 

throughout the decades. Our variants 
available to the market have allowed 


‘ur consumers for residential and com- 
‘Our unrelenting pursuit 
lished initially in Cavite 
has allowed our growth 
‘with а prudent expanse to ensure th 
ty and service to the people come 
"rst and foremost ial growth 
Through the decades our unpresedcnted 
growth has only 


facility 


de us sensitive 
vet's needs and always riv 
ing to serve customer first. PHILFLEX 
has endured the many business and eco 
— challenges by staying the cours 
he decades in spite of the lure to 
transfer elsewhere o po on the cheap 


the Sia 
and Que after the purchase of a small 
bankrupt vire factory T 


endured o buy more machines to repr 


PHILFLEX' 


CABLES 


doce the wire and cables. The venture proved vi 
table with the stable customer hase coming liom 
the provinces. The loyal customer hase proved 
‘valuable over the decades prompting the fam. 
iles to invest heavily on innovations and tech 

y to satisfy not onh 
an expanded cus 
drive and aspirations 


initial consumere 
ner base, The immense 

Sia and Que fami 
ucceed was relentless over the decades. 


so much so tha the technological alliance with 
he Kuhara Seishakusko Co, Ltd of Japan came 
to fruition 

The quantum leap was the introduction of 
ity magnet wires in 1971 with competitive 
pricing just as demand was on the rise. In no 


time did PHILFLEX dominate the market! 
Never seüling for sheer leadership, in 
1972  PHILFLEX troduced ihe Пы 


nis and the portable cords for pumps and 


heavier appliances. Also in the same decade 
the itroduction of power cables and aluminum 
became the crowning glory. Telecommun 

tions a the time was well on the rise with th 


increased demand for the small telephony wires 
до drop wires which PHILELEX. accommo 
dated, Calling this “serendipity” the up-grade 
‘ofits facilities coupled with the inroduction tà 
the Taiyo Electric Wire and Cable Company of 


pan brought about rigorous training and tech 

nology sharing for the Philippine manufacturing 

company allowing PHILFLEX to pass all the 
en Certifications of he 

Trade and Investment ena 

lel ts product 


v PHILFLUX 


n lines with world-class 


К 1 


) PHILFLEX 
"a 
+ 


nw 


over 3.000 tons of copper per month 
12003 PHILFLEX launched its China fac 
im is quest to tap the vast and robu 
PHILFLEX now exporis 
to Japan, Malaysia, Vietnam, South Korea. the 
Middle East and even the USA. 
Most importantly, through its su 
pansion, the dynamic collaboration 
tire PHILFLEX team has inevitably 
company forward and beyond all its achieve 
ments towards nation building 


RECENT DEVELOPMENTS 
1n 2006, PHILELEX introduced the fiber-optic 
telecommunication cables using lightwave or. 
soundwave used in todays most sophisticated 
‘of voice, video and data over lon- 

5s thru the temet and call 


the en 


king cables now supplying the growth of 
Process Outsourcing companies 
vonly known as the call centers 


Europe 
The 


PROMOTION 
PHILFLEX actively рапісір 


British St 


pated once again in 
THE PRODUCT 


al renowned branding 
PHILFLEX offers the widest n 


"he known as the: "Philippine 


inthe Philippines 


ILFLEX 


in delivering its powi 
ether with our CSR and 


ment team, the staff and production team pur 


THE MARKET 
The family is sill he most important umi 
Philippine society. Ask any Filipino why he or 
ihe works tirelessly day in and day out, and 
the mont likely answer is to provide hor loved. 
ones with a decent and comfortable life F 

al security, therefore. is a top priority in Phi- 
приеме, 

Life insurance is a product that enables im- 
Jividuals and their chosen beneficia 

nancially prepare for unfortuns 
cumstances. I i meant 10 provide financial 
Stability and protection during times of sudden 
need, particularly when death ve a debilitating 
In the Philippines, one of the most trusted and 
reputable life insurance companies i» Philip- 
pine Prudential Life Insurance Company, 
Ine, (Philippine Prudential). Established 
in 1963, the 100% Filipino-owned Company 
has steadily grown in size each year, contin. 
зму expanding its reach across the country 
Iv is regulated by the Insurance Commission 
and puided by the Insurance Code, which safe 
fans the margin of solvency. security fund, 
and asset values, as well as restrict the Com- 


ACHIEVEMENTS: 
The capability to serve over 1X million policy 
holders and their families remains one of РЫЙ. 
ipplne Prudential’ main accomplishmente 
This is a testament to the Company v financial 
stability, due mostly to the massive growth and 
has undergone im recem years. With 
ices opening all over the country 
ana six strong distnbution channels perform. 
ing, at optimal levels, Philippine Prudential ix 
rapidly gaining momentum a» it heads towards 
another major milestone when it celebrates ts 
Golden Anniversary in February 2013. 


(PHILIPPINE) 


PRUDENTHAL 


— 


Philippine Prodentials growing chenele is 
ompened of hoth individual and group po 
— Мом of he individual accounts are 
— through the Company s telemarketing 
fd retail channels, which now collectively 10 
{al 20 sales offices eationwide. Meanwhile, the 
bull of the Company's group clients come from 
its partnerships with rural hanka 

А firm supporter of the low-income sector, 
Philippine Prudential has ao heen active in 
building a network within the Microimurance 
industry. In 2011, the Company paid more 
than 22,000,000. ce more than 600 individ- 
ual claims -to is micoinsurance partner and 
members 

For ts valuable contributions and efforts in 
the field of Microinsurance. the Company re 
ceived a special recognition during the “Guh 

mia Tapa 
ty 2012 


—— 


HISTORY 
The Philippine Prudential Life Insurance 
Company, Ine. was founded in 1963 by the 
late businceaman and philanthropist, Danie 1 

Mercado Sr. Iti now among the Top 15 life 
insurance companies in the country. and among 
the Top $ Filipino-owned life insurance comps: 
fc tthe country 

Gregorio D. Mercado, the founder's pra 
son, presently serves a» President and Chief 
Executive Officer. Known in the industry as 
“George”. Mr. Mercado isthe concurrently the 
President (2012) of the Philippine Life Invur- 
lance Association (PLIA), where be has been 
am active member since 1999, and has served ae 
Director, Past President (2008) and Vice Presi 
dent (2011). He is also presently the Vice Chai 

man ofthe Imurance Institute for Ама and the 
Pacific (IIAP), Director of the Pacific Insurance. 
Conference 201 1) a Chief Delegate ofthe East 


Asian Insurance Congress (2008-2010), former 
Vice President and Director of the Payroll De- 
duction Insurance Association (2004) and a 
member of the Philippine Insurer's Club, 

— Prudential's total assets have grown 
from just under P500,000 00 in 1963 to more 
‘than РКЗЗ Million by the end of 2011. In recent 
years, the Company has seen а significant jump. 


fn its Gross Premium Income, which grew to 
PLOIZ Billion in 2011 — a 614% recond growth 
from 2006 


Currently, total investments are recorded at 
P439 million and. ims paid in 2011 are 
recorded at over P135 million. 

Legal Policy Reserves reached P40S million 
by the end of 2011. The Legal Policy Reserve 
is the funds maintained by the Company as а 
financial safeguard to ensure that the Company 
will have sufficient assets to pay its claims and 
ther commitments as they fall due in the fu. 
ture. These reserves are kept intact for payment 

living and death benefits to the policyholders 
cor ts heneficiries 


THE PRODUCTS 
Philippine Prudential is commited io serve 
ihe Filipinos by making available products 
that serve their top financial priorities. Studi 
show thatthe number one financial concern of 
Filipinos is access о health insurance products 
followed closely by availablity of fund to pay 
their children’s education. Other financial con- 
cerns are retirement and protection of incom 

"Our affordable plans, called HELP (Hospital 
Emergencies and Life Protection), HELP Gold 
(a variam of HELP) and AksiDental, are do- 
signed to ensure that basic protection ix made 
accessible to those who have limited. budget 
dor insurance but are in need of some level of 
protection. HELP covers the insured for one. 
year and provides lump sum amount in case of 
dismemberment or death caused by accident 
1 also has a medical reimbursement facility of 
up to Php 5,000 for hospital confinement due. 
to accident, HELP Gold is а variant of HELP 
‘with ambulatory services. AksiDental is an- 
other personal accident product bundled with 
dental benefits. These may be availed from our 
Retail Marketing channel, which may be found 
in major malls in Metro Manila and key cities 
in the provinces 

Another market-responsive product line from 
Philippine Prodental i composed of protection 
products for the military, police, freighters 
and bureau of jail personne! and thor immed 
ate family members. These may be availed for 
as low as Php 125 a month! Moreover, it can 
he paid through salary deduction. These prod- 
wets provide Php 50,000 up to Php 200,000 life 
Insurance and accident benefits plus medical 
reimbursements 

The Money Guarantee is a flagship product 
‘of our Direct Marketing channel. This product 
Provides life insurance accidental death. bunal 


and hospital income benefits over a 10-year 
term, At the end of the coverage period, it guar- 
antecs retum of premium of the basic plan Le 
ife and accident 

Philippine Prudential is expe: 
with innovative products this year that will ca- 
ler to the needs of the B,C and D market. They 
nim to make life insurance protection casy to 
understand, access and pay — a true testament 
ofthe company's commitment t 


RECENT DEVELOPMENTS 
Philippine Prudential is constantly looking for 
ways to innovate and grow. As its 50" Anniver 
sary nears, the Company is even more ardent 
in pursuing opportunities hat wosk 

ove it service to is value 
Tn 2011, the Company partnered with COGOL 
led by renowned wellness exper! Cory Quirin 
for the first-ever Miss World Philippines. The 
partnership proved w 
led to heightened media exposure for the Com 

ny, but a widened business network as well 
ilippine Prudential's ties with Miss World 
Philippines were renewed in 2012, and it pro 
duced truly winning results, with Quencerich 


‘Queenie Rehman, hailed Miss Philippine event that involved employees and р that several definitive features, 
Prudential, bagging the title of Miss World ets alike. The policyholders who voh sach of which signifies what the institution rep- 


Philippines 2012 were joined by families and resents as a ic msurance provider. Three spom 


bring quality life insurance. the Compan 


tancous strokes signify both the Compan 


Filipinos ouside of Metro Mania, Phi activity with c yielded reward usincsscs- Life Insurance, Gr 
dental opened more Telemarketing sales results for all who participated. The ultimate Medical Insurance as well as wi 
olices in key provinces around the country, — goal forthe village sto have 50 homes built in — lo proteci ihe Filipino fam. 
namely Bacoor, Naga and Marilao. Sales of. time for the Company s 50" year ily A curve i another main clement of the N 
fices for the recently launched Agency foreare — The Philippine Pradential - AMPAPP ОК. and graphically represents an embrace, a iting 
also expected lo increase in number as recruit- Village also serves as venue for empleyce Symbol for the caring and protective character 
ment moves along ata rapid rate agents to cary ом their volunleensm activ the company 

Tn the aren of efficiency and productivity, Aiming to ignite the same spirit of Ад The Company has also stepped up its effort 
Philippine Prudential acquired an award-win- among its growing workforce, Philippine Pre- towards maximizing online presence, allowing 
ning information management system that will dential has implemented 3 unique Volunteer — customers timelier updates and easier access 1o 
verve to simplify processes and reduce risks for eave system that grants eve yee three important information. Social media tool like 
the Company, resulting in shorter response time paid volunteer leave Facebook and Twitter have helped саћа 
and easier transactions Camarin community he way Philippine Prudential communicates 
The exciting changes that Philippine Pruden- Beyond its ties with GK, the Com Y pecially when it comes t n 
tial has recently undergone have not taken Го. pated in various 5 mdi o» atomer concerns and quen 


mpany’s Corporate Sosial of vistin 


Responsibility, which itconsiders another form hind by Typhoon Sende BRAND VALUES 
of extending service to Filipino families every Just as it was in 1963, Philippine Prudential re 
where. In 2011, Philippine Prudential strength. PROMOTION anns steadfast in it commitment to protect the 
mod its ies withthe Gawad Kalinga Commu- Pushing the envelope further, Philippine Pro- — Filipino During йз 48° Anniversary in February 
nity Development Foundation, Ine. (GKCDFT) dential eagerly embarked on a rebran 011, Philippine Prudential launched its new 
by pledging 24 houses forthe first Philippine paign in mid-2012, supporting it with Company Vision, Mission and Values (VMV), 
Prudential - АМРАРР GK Village in Camarin, — peint advertising and PR ef ajo Moving forward, the revitalized Company 
Caloocan City, The village celebrated its fist sheets and tabloids. A si Tert of the guided by the VMV, strives to set the har even 
anniversary on July 27. 2012 with a special campaign was the creation of a mew Corporate higher in all areas of its business, with strong 


emphasis on Customer Service and Care 
Philippine Pradential's actions are motivated 
by the desire to provide its policyholders and 
partners with the best financial advice and a 
diversified set of products, coursed through its 
multiple a 


accessible distribution channel 
All these are supported by the Company Val- 


. ves of Integrity, Trustvorthiness, Customer De 
— light Prudence, Teamwork, Accountability and 
BUSIN Ning God Fearing 
Мар 
THINGS YOU DIDN'T KNOW ABOUT 
PHILIPPINE PRUDENTIAL 


Inc. (PPI), a pre-need company, nor 
_ В it related to any other Prudential 
‘companies. 


GRAPHIC 


THE MARKET 
Rebecca West said that journalism is the ability 
to meet the challenge of filling space. Not 
with the Philippines Graphie. а 

publication thar 


pool of waiters spam more than three decade 
‘Of joumalism and literature 
The various sections of the magazine feature 


poetry, health, m 


As а newiweekly publication 


with its perceived foreign ec 
vk. TIME. amd New Yorke 


х Philippines 
e caters Wo a wide readership. base 


erary bulls, yuppie. the academe and 
Readers start at 18 and ро beyond 70. 
The Graphie has carcfully planned edi 
rial output based 


is otherwise bric-a-brac data, This 


events. Hs highly a 
merely breaking 


apated piece 


ot gives 
the news the context needed о he understood 
light of he bigger picture 

Tn the pasi. the Philippines Graphic has been 
the key reading material for members and o 


Баа of goverment. and corporate exccutives 
Who wish to be kept abreast of the goi 


justed its style of writing and news analysis 


fit both the old and the young, opening up a 


terest of manure readers 


ACHIEVEMENTS 

decades 
де has been the journal 
house of the best in Philippine joumaliu 


pines raph 


lacratore. Editorial excellence i unparallcl 
pino novelist Agustin < 


Fabian 
ма 
Pete” Lacaba 


L erature and © 


"ictonna Grey Brillante 
respected journalists Manuel 
Beyond that. we have the 


cop 
of young editor and смеете writers that in 


del 
ка Feria, Bayani 


tive Journalism Inday Espona- Varona. В 
Cantilo, Carlos Conde, M. 

San Diego, Edw Emme Velarde. 
Ahmed Toledo. Marian Carandang and Rowena 


Our columnists have included extcemed writ 
ers like National Antist F. Sionil Jose, Carmen 
Guerrero Nakpil, Gawad Balagtas awardee 
and Philippine STAR columnist Alfred Yuson, 


mentators Emil Jurada. Nelson Navarro and 


JN 


In the early days, an equally sterling cast of 
NVM Gonzales 
s PL Lane 


ters wrote forthe Graph 
Teodoro Berhano, Lun Behra 
Cristina Pantoja Hidsig 
Andres Cristobal Cruz 
'OD Fabian, Johnny 
lie Yap Daza. 


Ophelia San Juan, 
Blas Ople. Elvira М 
Alegre. Jun Prado and Ju 
The current editori 


critic and journalist of 24 years. Joc! Pal 


dir Payche-Ronas 
editor Jaime Ongpin 
awardee Fil V. Elefante and Palanca winner and 
tdpe Alma Anonas- Carpio takes the heim of a 


sensibilities and visual savvy. In that vei, the 


Format ine magazine design 
Ax a publ 
vine was, and still is, marked distinctly by the 


ship hase as well as he sear 
Soned editors and writers who have been a key 

As of 2011, the 
magazine is available nationwide in National 
Bookstore and o 


part in the magazine's evolulio 


er sect outlets 
The publication has pone through many ha 


in its КЭ year. from Ramon Roces to Antonio 
Arancta to the present publisher, T. Anthony 
C. Cabangon Г Ambassador and 
Philippines Graphic Publications, Inc, chair- 
emeritus Antonio L- Cabangon Chua. 


HISTORY 
The franchise title Graphic, as an English mag- 
ne, was horm KS years ago under the auspices 
of publisher Ramon Roces. the same publisher 
the magazine in the vernacular, 
Liwayway in 1923. The Graphic, published 
July 15, 1927, is one of the fist English pub- 
lications at à time when the American cultural 
and political scene was fast becoming a ma- 
jor influence im Philippine corporate le and 


ed to become Kislap- 
an amalgamation of English articles 


and Tagalog news pieces aimed at introducing a 
Wider array of reading materials. 

But it was shortlived. As the magazine 
changed hands from Roces o Antonio Araneta, 
Jt soon took the name Weekly Graphic —an all 
English publication that also included the best 
‘of Philippine literature and investigative news, 
‘with entertainment articles as well 

n 1972, the declaration of. Marial 

many other publications, the 
hic was shut downiit was resur 
rected and reengineered 18 years later in July 

1090, The name was Philippines Graphie, 
under the Antonio 1. Cabangon Chua Group 
‘of Publications 

Originally a newsprint format, the Philippines 
Graphie took the form of a glossy full-color 
publication, resembling TIME and Newsweek 
The first Editorn-Chief, National Arist f 
Literature Nick Joaquin, continued to uphold 
Journalistic integrity of the original Graphic, 
reintroducing the magazine's historical legacy 
‘of being а stalwart of Philippine Hiterature 


THE PRODUCT 
Competition within the arena of newsweekly 
publications in the Philippines is fairly small 
Only one other publication carries the same 
traditional newsweekly format unti the same. 
{folded in its print edition 2012 and went sol 
ly online. Today, the Philippines Graphie 
is the only magazine of its kind in print 
on the country, 

What puts Philippines Graphie a few notch 
es above every other magazine is е way it 
approaches a story, our key to expanding our 


SPECIAL 20TH ANNIVERSARY ISSUE 


ml кован 
онин 
as ete 
usan 


—— 
m f, 


YOUNG LEADERS 


hy 


EB 


readership base. Our writing style is modem. 
Simple creatively literary and Iynical, more in 
tune with the way the public today wouk like 
articles to be writen. hol without sacrihcing i 
tegnty and accuracy m content 

The Philippines Graphics key editorial 
principle is to put everything in context, as 
Set under the bigger scheme of things. This 
has proven to be a Aagship principle in the 
magazine's evolution 


PROMOTION 
The Philippines Graphie uses both iradi- 
ional and out-of-the-box ways № promote 
phic’s presence on various social 
networking sites has greatly enhanced the im- 
age of the magazine inthe public eye. Making 
the magazine available im 24-hour convenience 
stores has also helped boost sales. 

‘Our online awareness campaign — using social 
networking sites is the fint major sieptowands 
reintrxducing the new Philippines Graphie 

The incumbent editor-in-chief, Joc Pablo Sa 
— regularly moves through journalism and 

erary circles to reimmduce the magazine to 
a younger but discriminating audience. Face 10 
face, afterall is tll one of the best ways 10 
reach your readers 

The Graphic also supports other endeavors 
as а way to promote the magazine, including 


the Adnan Cristobal Lecture Sees, spear 
headed by the C 
chief aiso 


Graphic 
а Pilipinas (UMPIL) under i 
former president and author Vim Nadera and 
current president-and award winning writer 
Abdon Balde Jr and Philippine Center for 
Intemational PEN 

Through Sahuf' efforts, the Graphie also 
works hand-in-hand with the Manila Critics 
Circle amd the National Book Development 
Board to promote, through in-depih reviews, 
"he сенка! reading of Philippine erature 
which the National Commission of Culture and 
the Arts recognized in 2010. 

Tn 2010, having supported and worked closely 
with the poetry organization of National Artist 
for Literature Virgilio S. Almario- the Linangan 
sa Imahen, Retorika at Anyo (LIRA) the 
Graphie was recognized for ts support im pro- 
moting the Filipino language in erature dur 
ing the group's 25-year anniversary 


BRAND VALUES 
The public perceives the magazine as the 
Philippine counterpart of TIME. Newxweek 
and New Yorker magazines. Among seasoned 
journalists, it is the magazine where credibil- 
ity i of utmost importance. Any contribution. 
by writers and journalists to the magazine is 
Viewed with a seme of honor and accomplish- 
meni, as they join the long list of esteemed 
‘writers and editors who have made a name т 


The magazine has heen the primary venue for. 
trary enthusiasts to contribute thet works 
from short fiction pieces and poetry to syndi- 

sated novels and non fiction works. 

In numerous schools, like the University of 
Santo Tomas University of the Philippines and 
Atenco University, the Philippines Graphic 
has played a key role in the development of 
young authors, and is required reading for stu- 
dents of journalism, Ineratre and the arts 

That vision gave binh to our motto, which 
we boldly display in the newsroom and explain 
to every young journalist or writer with whom. 


we have the pleasure of worki 


The Philippines Graphic: 
Gather Here 

That's what 
a Superbrand 


makes 


and 


THINGS YOU DIDN'T KNOW 


PHILIPPINE! 


'APHIC 


ovd training 
Intelligent: Minds 


keeps 


THE MARKET 
Iac Asir 1do not fear 


have been everyone dta proces 
ing and communication for the last (wo decade: 
—* ation, PC 
ese To oe and young poopie 
and research, 
REDFOX foresaw the 
emerging technology industry to meet the new 
of various markets ro 

lor of PC components under the 
‘of Asian Technologies Computer Corporation 
(Asian Tech), REDFOX transformed itelf im 
the fist Filipino mar 


‘ems, with a range that caters о broad зс 
ofthe marke. 


In 2012, REDFOX entered the recond books 
as the fist Filipino-owned IT company to take 
part in the Consumer Electronics Show (CES) 
fm Las Vegas. C 

of CES amd how 
by. multinational 
inclusion was certainly a wek р 
тети that could possibly pave the way for other 
Filipino T companies future participation. 
REDFOX now produces РС systems for gam- 
ers, corporate employees, govemment 

— institutions. REDFOX computers 
are also for homes. For the on-the-go market 
notebooks, nethooks and tablets compre part 
Of the REDFOX family of products: In 2010, 
REDFOX began pursuing even more innova- 
tive, cost-effective solutions, indicating expan 


esidcring the significance 
it has been dominated 
REDFOX% 


deve 


tionality Мемук. Prog 
op there. though, as REDFOX 


ACHIEVEMENTS 
The story of REDFOX in the 
is tied to the history of A 

xal detnbutee Foe the company 


мрак senne 

Tech, ns exclusive 

strategy, looking to achieve a national reputa 
alit hand 

25 

the Philippine market began in 1998. By 

REDFOX» re 


The entry of REDFOX ino 
v the local IT industry 
Asian Tech won 
ced Annual Ycar-Fnder Роке 

Top Compete Distribus 


pr 


The following year the c 


the National Shopper 

Choice Award, People’s Choice 
Asian Star Brand 

Phil Siar Brand 


Mant 
National Quality 
REDFOX. 
Tech's flagship 
has aho 


REDFOX’S 


Vengeanceé Power 

Workstation collected a 

warczonc and the Hest Gaming 

Setup accolade inthe 2005 Gadgets of the Year 

awards. The REDFOX Wishook 

Five Star status by T3 Magazine in 2008. 
in 2010, 201 REDFOX was again 

ed as a Superbrand, capping Asiar 

усиз of providing top-quality com. 


and 20) 


Tech's 
рала products and exceptional series that co 
c of being 


a pacesener i the IT industry 


HISTORY 
When AsianTech opened in 1993, its found 
Andy Te. Henson Abella and Ric Silos 
ta—envisaged an IT leader with high-quality 
products backed up by dependable technical 
poet and reliable cus 
The REDFOX bran 


r 


uan Tech t 


the forefront of the local IT in- 

distribution of RED. 
FOX motherboards, video cards, small form 
factor PCs, PC accessories, UPSs and moni 


tors, and other computer assemblies. Asian- 
Tech began offering complete REDFOX 
PC systems running on AMD processors 


These products provided dependable PCs to 


people from all walls of lf 
1n 2008, REDFOX launched а new product 
line boasting the REDFOX Wizhook, а 10-inch 
notebook, and the REDFOX Wizhook$00, an 

apkop. These products embody just 
the nghi combination of specifications that end 


Apart fram customary retail channels, systems 
integrators and corporate reseller, REDFOX 
was able to penetrate specialized consumer 
electronics channels, such as Robinsans Appi 
ance and SM Appliance Center outlets 

2008 saw the launch of the REDFOX 
Wishook 1020. the first Intel offering from 
REDFOX. This was followed by the Wizbook 
001x with its AMD-based processor for the 
—— 


Beyond products and services, the pioneers 
T ihe company were resolute in reaching 
their goal of continuously expand: 

imp amd developing the company's 

marketing e оһлу 
ompetitive market 


THE PRODUCT 
The need for brilliant 
‘customer needs is what 
drives REDFOX in pro- 
viding products and com. 
puter solutions that cater 
To tech-driven lifestyles, 
The offering includes PC 
systems that sport a styl 
ish look. and intensc 
slim amd 
—* 
and netbooks, and a 
lifestyle 
gadgets and innovative vol 
ons. These include tablet PCs, є 
ook readers and multi-point PC systems. 
REDFOX creates products specifically di 
recto a the end-user. All REDFOX PCs are 
customized to cary а mixture of features and 
Product speviiations for particular purpose» 
Such as gaming, home use or business use, The 
company alsa caries laptops a 
lors and sizes tailored 
амтат tastes and require 


4 gadgets 

—— "individual 

REDFON is a brand that gives importanc 

cot effectiveness, allowing both first 

users and business enterprises to get the best 

value for their budget. For one, the REDFOX 

Mali-learner station uses one CPU for five 

10 workstations, saving on energy, licenses 

and overall cost. REDFOX also uses 

LED monitors for a num- 

er of ds PC systems: 

these consume less 

energy than regular 

LCD screens 

1а 2010, REDFOX 

offered a new range 
innovative solu- 


tions. Apart from the 


sual PC systems and lap- 


tablet PC REDFON. introduced tbe. МЫн reviews and pn 
REDFOX launched is T which features several PC works he company also works with strategic prt 
June 2012 at Computer, held in Tawa the REDFOX v 
tured were the Razor Line of lp iy the Mi In Serer OS Tircadhund providers relay their 
Multi-User Solution. The К. Anosh REDFOX с for REDFOX p 


an inc i : : xturer ca BRAND VALUES 


laptop pack " ate applica we REDFOX today's fastest-growing 
an Imel Cor А [strives always to stay ahead of 
able price t The company n 1 petition. I В a Filipino brand that can 


and at volved in 
m atractive aura of mystery, REDFOX 


PROMOTION — — 
RECENT DEVELOPMENTS REDFOX th REDFOX marketing strategy. In line 
De Nn de eiae of rw Hi * — 
—— — | ie alg irp RC 
— eue ie NES ed to аы 
[mre ии os pie Пу deer ра called cbr ТООХ 
— N i REDOR a ^ tin pretura e a gag PC wi 
—— - SL 
market Wi e pagato of tris can, Ae pace Пекти теа ОО sore he GO amine 
"epi stores at the SM Marikina and SM Nor d . working se heroes through the Teachers Laptop Proj- 
fort sare On И tnd SM Bech об chan iin 3012 FLP equips ach wid af 


Tordable REDFOX Optima laptops with 


У hri. e EE guten especially developed and geared 
vex The opening of towards education and clavem ты 
these sors helped agemen. TLP laptops contain Dig 


{Learning Resources through OpenDesk 
‘which offers new ways of teaching stam- 
dard subjects to students. Its varity of 


boost sales of RED- 
FON products and in 


partner The c REDFOX digital content covers multiple subjects 
“nthe " Facebook, whic wed over K000 far oa different — (нин м 
2010, REDFOX pre The - sc reading and writing о calculus and 
Pared innovative tec c physics. 

nology solutions XM. 


KIDEON — О REDFOX, a Filipino brand, is now glob- 
s las it pushes expansion into the South- 


The soli launch was * ‘cat Asian market. It currently has con- 
held at the TonoTech Sept stores in Singapore, China, Taiwan. 
lab of the Commission REDFOX i EN and Hong Kong. RedFox concept stores 
on Information amd А rcs. Bcyond стад are available in Mall CE in Singapore, 
Communications Tech d shows and c ako © ‘aod China IT mall in Changping. The 
nology on the Unive : ^ ‘company also started distributing pam- 
ity of the P loch solutions. Pres a ing gadgets in Malaysia. 


Royale 


Beauty. Health. Opportunity. Wealth. 


THE MARKET 
The ler pur of the previous 
millennium witnessed the bh amd 
burgeoning era of the wellness products 


As the awareness and focus sified from 
Sure o prevention, a muhi -hillian dollar 
unfolded an 
| — global market by surprise 


wellness 
products toppled the balance of supply 
and demand. The young and ths old. the 
famous and otherwise. people from all 
walks of life were drawn to these ne 


| products perceived to be a shield 
| Seemingly pol 

THis believed that wellness pr 
are literally saving thousands of lives 


Worldwide, resuhing to an exponential 
market growth, Some businessmen aw 
this not just a busines opportunity ut 
also a means to serve mankind. 


‘ACHIEVEMENTS 
In 2006, Royale was registered as a Phil 
based corporation with a primary objective of 


providing quality health, wellness and beauty 

products. Behind the company were industry 
of expertise in the fields of 

finance and marketing who 

meaningful business endeavor 


leaders with years 
were im search of a 


From is inception, Me. Ricando S. Castañeda, 
Royalé’s Founder, Chairman and СЕО and 
its President and COO, Mr. Juluis Allan G. 
ed Royalé as a major player 
and the irend-sener inthe wellncu industry 
When Royalè's products launched 
in the Philippine market. the response 
werwhclming. It stood tall among its 
competitors im terms of optimum quality 
packaging and overall product value 


Nolasco, env 


HISTORY 


Royal’ first 


se was locate in 389 Quezon 
Wh SL. West Triangle 
City 1104 Philippines. However 
— of ts phenomenal growth, the compa 
soon transfered to JR Bid, 1520 Quezon 

Avenue, Quezon City. At the stam. 

— the ground and the mezzanine floors 

the busking. but as the frenzy over Royale 

spread like wildfire, and peple literally lined 

the strecs outside Royale, u сапе nevestary 
occupy the third and fourth floors 

wale started йз operations with a handful 

of Royale distributor, aptly called Royalists. 

Royalists swelled im number oot 

oniy in Metro Mamla but in the whole country 

The tremendous sales bonuses the Royalists 
were receiving Became sensational news and 
this inspired many cehers to own the trend. Their 
Satisachen on the manner the management wa 
handling the corporate affairs was evident in 
thei increased loyalty. 

The year 2008 necessitated the opening of a 
branch in Davao City in Mindanao. In 2008, 
two more branches were opened the Cebu and 
Baguio City Branches 

The company started with a dozen employees 
Very soon hundreds of staffs were hired 10 
sustain the Philippine operations as well 2 the 
Royale subsidiancs mercas 


Avenue comer West 


THE PRODUCTS 
Royale started with three products, 
gradually throughout the years, the 


any introduced more products to the 
market. Currently, Royale carries more 
than 30 product lines that are categorized 
into two divisions: the Royale Wellness 
and Royale Beauty 


creta 


oS 


Two of its brands eamed accolade in the 


intcmational market, the Kojic Papaya Soap 
‘which wonthe FINAT 2009 Europe Intemational 
Label competition on June 12, 2009 at Атај, 
Turkey, while the L-Gluta Power Soap won 
the Ist Place in the 32nd Annual Tag & Label 
— Competition held in Scottsdale, 

Arizona, USA on Ost. 20, 2009, 

As the company continued ts drive for 
distinction, И gave credence to its products and 
the Royal Brand, in general. This reputation was 
further reinforced in 2010, when Royale gained 
the accreditation of the World's Independent 
Arbiter on Branding. the "Superbrands". Royal 
waves its hanner with pride as it joins other 
‘ands awarded with Superbrands satus 


RECENT DEVELOPMENTS 
Royals continued. growth marked the nec 
to expand further its operations nationwide 
Soon, branches in Dagupan, Santiago, Laoag, 
Olongapo. Baliuag. Мара and Calamba Cities 
were established in Luzon. 

оо and Tacloban Branches were inaugurated 
0 cover operations in the Visayas region. 
Subsequently, farther south in Mindanao, 
Cagayan de Oro, General Santos and 
‘Zamboanga branches were also established. In 
2012, more branches were opened: Angeles, 
Pagadian, Batangas Cities as well as Alabang 
in Metro Manila. 

Through these branches, the company is 
able to closely monitor the quality of service 
product availability, training and Royalè's 
dedication t excellence 


Angeles 
Dubai Baguio Cebu 
Calamba 


Baliuag 


L amos Olu 
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Meanwhile, the same things happened 
overseas, Reyalisas in Taiwan, Republic of 
China, alvo swelled in number, and to serve 
their needs, Royale Taiwan, owned and operated 
by Royale International Co. Lid this Royal 
subsidiary was inaugurated on November 20, 
2011. Its office is at No. 17, Lane 18, Shuang 
Cheng St, Chung Shan District Taipei € 
Taiwan, ROC 


Ropale U^ 


edu gi Dj Qi a 


The same can be said of United Arab Emirates 
inthe Middle Fast Royalistas in this area posted 
incredible growth necessitating the opening of 
Royalt Dubai Branch in December 2011. Wt 
is owned and operated hy yet another Royal 
subsidiary, he Royalistas International General 
Trading LLC 

Royale Dubai Branch Office was aimed 10 
serve the Royalistas in the area, both the OFWs 
as well as other nationals residing in the ara, 
Royalè Dubai was an instant success that 


in a matter of weeks, the sales of the branch 
skyrocketed and exceeded all expectations 
Immediately on March 30, 2012, another office. 


‘was inaugurated to accommodate the growing 
‘number of Dubai Royalists. A branch, in the 
capital of UAE, Abu Dhabi is set to open soon. 

Continually sening the rend, Royale is poised 
lo further expand its international operations 
Next is Royalé Singapore and Royale Qatar 
and in many more in key cities worldwide will 
ће opened 

In its desire 10 consolidate its growing 
operations, the company is now in is final 
stages of constructing is own building. Standing 
proud in Quezon Avenue in Quezon City, the 
storey building will be the center of Royalè's 
local and intemational operations to become 
the headquarter of Royalistas worldwide 


Cagayan De Oro 


PROMOTION 
Меса away from traditional modes of product 
distribution, Royale i» using direc selling and 
— person product distbution schemes 
These modes of roductdiribution arc superior 
nature because of thet personalized appa 
they are strategie considered at par, 1f mot Deter 
than the conventional tn-media advertisement 
an several ways Moreover, anybody, regardless 
of age, educational background and satus in 
life may be engaged in this. 
Royalé'scompensation and incentive packages 
in their Direct Selling and Person-to-Person 
product distnbution schemes are revolutionary 
The cash bonuses of Royalé are among the 


travel destinations not only throughout А, 
to places like the glamorous Europe 


Spain, 
France, Switzerland, aly, Netherlands and 
many others. Koyalisas were also awarded a 
Telauing and invigorating tmp о Brazil n South 


ions in yet another 
‘continents are the magnificent South Africa and 
the United States of America 


BRAND VALUES 
Royalt as a Brand is synonymous with 
innovation and modem. From the packaging 
to the overall impeccable quality and service, 
Royale products are superlative in all aspects 
ley success i the local and international markets 
ia glaring declaraben of this feat. 

"he business model of Royale is now the 
benchmark of Filipnc-onned corporations wh 
Want expand thei operations worldwide. This 
pursuit requires more than hard work, but rather. 
5 calls for continuous dedication № excellence 
and a pragmatic understanding of large-scale 
‘multi-national operations. More important, a 
management with keen business sense, acumen 
and diligence of the highest level is required. 


w Ropale™ 


Royale ittppines 


Ropalé Business Club 
International Inc® 


THE MARKET 
Such is our history that we invent things that 
are brought about by necessity and from there 
Wwe take into а form of luxury and into what we 
«an call masterpieces. 

This holds true even for the matress. An ine 
tral part of our homes’ bedrooms that we either 
overlook or tediously pay attention to After all, 
we use i for something we covet in our daily 
livescsegn 

Sleep is essential and 
shore to acquire or, we are addi 
there are who people may list its a "hobby". 
Vi sound and healthy medical advice to pet at 

sast hours of sleep at night. 


The mattress is an invention as early as we 
decided to put importance to slumber. Initially 
intended to give the sleeper height so as to keep 
рема and dirt away, it has now evolved into. 
something that is to give comfort to the sleeper 
through effective means of support The more 
support the mattress gives the sleeper, the less 
tension they have and an casier inip o dream 
land i becomes 

"Salem beds” the Philippines’ premier brand. 
‘of matress has done just that; created а repu- 
lation for designing and manufacturing mat. 
— that are not only comfortable, but, ex 

able and affordable 


ACHIEVEMENTS 
Salem stared 46 years ago by Mr. Tiu Kim 
Chuan manufacturing mattresses stuffed with 

"Kapak" and has since moved into Spring and 
foam beds as ofthis writing They started ther 
Business in La Loma, and then, moved on to 
Binondo district, also known as Manila s China 
Town. 

As tradition would dictate it, Mr. Tiu passed 
the reigns on o his eldest son and, since 1998, 
i being operate by his youngest 

The Company's first manufacturing plant was 
‘opened in Karuhatan. Bulacan and then another 
followed to operate in Canumay, Valenzuela 
City Now, they currently alo operate with sat 
clle plants im Visayas particularly in Cebu and 
Holo and Mindanao in Cagayan De Oro. 

Asa testament of Salem's superior quality and 
strength, it has received numerous awards from 
prestigious мал р dics that many con 

umer brands ase о reach. These are 


5 Most Outstanding Bed Manufacturer - 71h 
th th Annual Consumers Choice Awards 
by Consumers Union of the Philippines 
«un 


— 

onal Gold Star for Quality by 

Business Initiative Directions (BID) Texas 
USA 

*+ Outstanding Bed Brand 2003 - by the Fam- 
ly and Consumers Choice Awards 

* Outstanding Manufacturer of Beds 2004 
National Consumers Excellence Annual 
Awards by the Parangal ng Hayan Founda: 
tion Ine. 


Mr. Benjamin S. Tiu. 
President / CEO 


DOQ HOG 


Most Outstanding Value Elegant Bed, Hi- 
densiy Foam Manufactured and Тор of 
‘the Line Mattress Вей 2004 — by the Phil- 
ippine Marketing Excellence Awards 

No.1 Knitted Mattress (National) and No.1 
Hicdensity Foam Manufacturer (Metro 
Manila) 2004 - and by the National Shop- 
pers Choice Annual Awards 

No.1 Affordable Fine Quality Bed Nation- 
al 2005 — by the National Shoppers Choice 
Annual Awards 


Best Luxury Bed Brand National Awards 
2008 y à 

Excellence 
Мом Outstanding М 
2006 — Philippine Quality Awards for 
‘Business Excellence by the Philippine 
Business World - Quality Class 


Foam 2006 ~ by the Philippine Marketing 

Excellence Awards 

Most Outstanding Bed Manufacturer 209 
by the Peoples Choice Scal of Excel- 

lence Awards 

Most Outstanding Bed Brand 2009 — by 

the Dangal ng Bayan Awards 

Most Outstanding Bed Manufac 

(Consumers Choice Awardee) 2009 — by 


e» 


AER 
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Collection 
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the Consumers League of the Philippines 
Foundation (CONPHIL) 

* No.1 Knitted Mattress (National) and Мол 
Manufacturer of Beds (National) 2009 
hy the National Shoppers Choice Annual 
‘Awards 

+ Most Outstanding Bed Manufacturer and 
Most Outstanding Foam Manufacturer 
2009 ~ 24th Annual Consumers Quality 
‘Awards and Dangal ng Bayan Awards by 
the National Consumers Affairs Foum 
dation amd Consumers Quality awards 
(COA) 

+ Most Outstanding Hed Manufacturer 2010. 

by the Asia Pacific Excellence Awards 
committee and the Asia Pacific Awards 
Council (APAC) 

+ Gold Brands ~ The Philippines Мом Pow- 
erful and Admired Brands 

+ Readers Digest Trusted Brand Gold Phil 
‘ppines 2010, 2011, The Ultimate 
Seal of Consumers Approval 

+ 1509001: 2008, ISO 9001:2000 
CERTIFIED 

Superbrands — The Only Intemational 
Avari-giving body on Matketing Brand: 
ing in the Philippines, SALEM BED is 
The First and The Only Bed Brand in the 

"рих awarded Superbrands 


THE PRODUCT 
Salem will be announcing the 
aunch of four fantastic lines of 


pocketed spring beds this year 
[guided by the vision of “A Salem 
Bed in every Filipino home!” 

The beds, whether spring or 
foam, is a result of painstaking 


the word of led making. However, the compa- 
пу ticks to the soul of the Filipino by sourcing 
local materials like ahaca and coco filer. 

‘One may choose from a wide variety of beds 
depending ve their specific antes and hudpets 
— by a tach oncnted Sales and After Sales 
Department with a guaranteed ISO 9001 : 2008 
Certified Designer, Developer and Manufac 


RECENT DEVELOPMENTS. 
Due to company aspirations of expansion, they 
too, have been acquiring the best machines io 
met the ever increasing demand of the market 
in anticipation for exponential growth and pro- 
tect raw materials in the Bet way possible. 
“One ace not ratle their brains to witness Бим 
hand the products of Salem as they have diffe 
em locations for the Life So Easy Retail Show. 
room, which is located in the Canumay Fac 
ory. SM South Mall, MC Depot-Taguig. MC 
Depot-Origas, Pacific Center Mall- Binondo, 
Farmers’ Plazs-Cuoo, and Limketkai Mall 
Cagayan de Oro City. This year will be the year 
fof new beginnings and growth as Salem opem 
th Life So Easy Retail Outlet Showroom 
to the public in Войо City. Within the vanous 
‘offerings are casy to сапу, lightweight products 
available in most leading department stores 
and retailers. 


PROMOTION 
Опе activity that evokes пові. 
sia and one that holds to tried and 
tested methods of marketing i Se 
— participation in Road Shows 
where they add а personal touch 
by reaching out 1 the public and 
giving them first hand expenence 
do see for themselves the beauty, 


elegance, styling and functionality that is à Sa- 
Jem Bed, Such Shows in the past were held at 
the SMX Convention Center in the SM Mall of 
‘Asia and the World trade Center. TV ads and 
features in TV shows were also venues as So 
lem was feature in Studio 23" Generation Rx 
and ABS CBN’ "Rated K” hosted by Korina 
Sanchez. 


BRAND VALUES 
Since the now being phased slogan, “Hari ng 
Tibay”, which, бем aired in the nineteen eight- 
ies, Salem has been able o live up o the repu- 
lation. It's not just another catchy slogan mind 
you! Salem does build beds to last 

Plenty of our customers remark that they 
would want а new bed but the Salem i snill in. 


tact and virtually fels the same since the day 
it was bought. A flattering statement that sure 
keeps Mr. Tiu and everybody in the company 
smiling, knowing that they have accomplished 
their primary mission. So, being the only bed 


the fist мер is 
achieve things im 
а grand manner 
later on. This is 
why Salem is n 
the righ track, 


5 YOU DIDN'T KNOW АВ 
SALEM 


SAN-YANG. 


Furniture 


THE MARKET 
M is such a good feeling knowing one can go 
home and immediately lie down in а soft and 
comfortable sofa after the long day's work 

this setting is what everyone wants to expert 


ш ш 


tence, The thought of being able to invest your 
neds is pleasurable! But the truth of knowing 
these things are obtainable is even more as 
tounding! San-yang Furniture has (оор 
fisting and providing consumers affordable 
Yet quality fumitur. It is a brand silently help- 
Ing people build therr dream houses with me 
‘rie to be kept forever. One might not know, he 
has San- Yang in his house! 

Nang Intertrade Corporation is à proud 
pioneer of knock-down furniture. The company 
lakes pride in its widearray of house and of 
fice furniture that cater to the middle-income 
market. The fit cienele of he brand started 
‘sith homeowners that needed simple but sturdy 
and functional home furniture. Over the years 
1 eventually grew w include carly nesters that 
eed an entire bedroom, living room and din- 
ing room set for their newly bought house: and 
corporate offices that look for cost efficient 
tems. Currently the company includes interior 
designers, student-designcrs and property man 
agers among Ка growing patrons 


ACHIEVEMENTS 
m its humble beginnings, San-Yang Furm- 
^s market reach now expands to all comers 
‘of the country. Is steadfast determination has 
brought the company to a lot of open doors 
Transactions were pulled through due to ar 
dent persistence to make the brand prevalent. 
San-yang eventually grew through concession 
setups in department stores and supermarkets 
Major clients include SM, Puregold. Robinsons, 
Abenson Homeplus and Gaisano. The company 
also opened its own stores at Market Market, 
Uniwide, Festival Alabang and Limketkai Ca- 
gayan. The purpose of making it nationwide 
‘was abruptly attained. АШ ofthese are rest 


inthe furniture busines. 


In 2012, the company is awarded Superbrand 
status in recognition of its excellence in its 
particolar industry and commitment to quality 
Product and service tois customers 


HISTORY 
Tt was the year 1996 that marked the humble 
beginnings of this fomiture company.t was 
then called AAA Commercial, which started 
‘with mini closets and small plastic draw 
ry as product lines. It was afler three years 
im business that the company saw the need 
to respond to the growing demand for plastic 
products. [n 1999, и diversified into importa 
tho of knock-down furniture, which inchides 
cabinets, bookshelves, and wardrobes. Afler 
‘some time, the company eventually brought 
to the country high-end pieccs from Southea 
Asian counties and China. These top-ofahe- 
line pieces include dining st, living room and 
entertainment sets ad alo bedroom furniture. 


the high-end 


3 cost. 


Mk was in 2001 that the name San-Yang Imer- 
trade Corporation was bom. 


Spearheaded by business partners Mr. Tomas 
Cua and Ме Tony Sy, the company established 
‘commitment ef providing customer sati 

tion through quality and affordable fun 


products, The leaders remained driven and 
Асам vo ther commitment thoughout the 
years, The strong leadership supported by a 
motivated workforce was the key t the undeni 
able success of the company. 


THE PRODUCT 
Sarn-Yang Furniture isa product that fills in the 
typical Filipino home. h aima to provide fur 
ture without spending too much, The promise 
of affordability however does not compromise. 
quality. Affordability plus quality is the suc 

ext formula of San- Yang. I firmly 

à these two canemsune customer satisfaction, 
which the company value the most 


— iygoedand Мә, Mercado and son now grace the market- 


the brand to bring 10 the fore San-Yang Furni- 
RECENT ture's mark in the Philippine Furniture industry 
DEVELOPMENTS. as offically a Superbrand in its own right 


San-Yang Furniture is com 
BRAND VALUES 

High-end Living without the High Cost is the 
catch phrase for San-Vang Furniture. Ax a 
household stem, this promise can be seen and 


tested on the flexibility of the furniture to be 
dressed up oF dressed down; о be part of the 
bedroom or the xala; depending on the aesthetic 


mal demand of the me 
Asa brand, San- Yang Furiture’s commitment 
vial 


LX. is shown on its craftsmanship and 


-— jiems county. The of al the qualities that make the brand 


legant heachtype sala se, normally made of Recently the number of employes grew ire- in their choices, deliveries and spe 
solid wood with foam for the back and seat ming demands of ments extending the com 
while arms are let naked; dining room ~ the зим are consistent value fom product te ve 


classic simple curves, subile yet appealing 


lining set whieh i perfectly versatile for any 
type of home interior; bedroom ве clean-cut THINGS YOU DIDN'T KNOW ABOUT 
METRE NUS БН Hynd ‘SAN-YANG FURNITURE 
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Tomas Cua (President) and Tony Sy (General Manager) of 
SAN-YANG Intertrade Corporation 


THE MARKET 


likes to shop. Even some of the guys secre: 


like it. The other guys w cha 
Маһ! TV. м ‘Shopping 
stuff Is possible from the com own 
home. And if two TVs are availa м 


Home Shopping Network product are spread 
— the likek Food and 


finess equipment and more) and Beauty and 
Beyond (products forthe skin and hair, products 
that enhance self-worth and boost confidence) 


Whether you want to hide your skin Бети 


ex oF huy a pin fora friend, Home Shopping 
Network, nc in the place to go. 

W's true that housewives or homemaker 
predominate as customers. Fitness buffs, bod 


Shoppers ate drawn to the Home Shoppe made products. am p Nein 
‘work, Inc. Pecause Ihe products are тоот sparking shopper” interest, а are live product 


Additionally 


ble percentage of people who 
trough ТУ 


ACHIEVEMENTS 
From a humble beginn 


ine market. Most 
nois the company 
нос Shopping Network, | 
Superbrands awardee. It pr 

the Superbrand seal of excellence 
This recognition affirms that Home Shopping 
Network, Inc. has reached what has been its 


‘ative products that can he had with one call 
vn home. This ac 


colade also spurs the company 
services even further For maners, the company 
Toasts of as own studio where locally-produced 


ut programs showcar 
ing loca] inventors, serving a» a pringhoand fr 


The Superbrand award is testament to Home 
ping Network's unwavering. consistency 
me Shopping Network delivers. And very 


ted and ready to embark 
middle of the year, this time 
oping 


ee 


HISTORY 
Home Shopping Network, Inc. was founded 
by the Treng family together with Ismail Zaini. 
Soon afier its inception in October 15, 2003, ll 


sitive that the Mi ad —— 


трапу has set is sigh 


THE PRODUCT 


PROMOTION 
т ahead, Hor 
chased, and find ways to b 
home, With 


BRAND VALUES 


ing. Network, Inc, is recognise 


a NON IBN 


THE MARKET 


ACHIEVEMENTS 
TRIED, TESTED. TRUSTED. 


buiding maten- 


Solignum 


Hel preserve our homes, 
— our heritage. 


— N te re toa mt ean ana s poa aae et 


ignum colourless and brown variants were 
the frst products made available in the Philip- 
pines. In 2010, Soligm 
"rough by intr 
AZ Aerosol 
Another breakthrough is the expansion of 
the Solignum line with the introduction of the 
wood! decor products called Solignum Timber. 
tone and Solignum Deck Stain. 


THE PRODUCT 
Solignum. Wood Preservative is à UK-brand 
distributed by Jardine Distribution, Ine. in Ihe 
Philippines. The product has been a global 
for 100 years. In ће Philippines, 

i jus about everywhere 
Solignum Colourless AZ is used for exposed 
wood that can be painted such as decks, caves, 
oor boards, and wood ceilings. Solipnum 
Brown, on the other hand, is used for wood 


that does not need о be painted such as fascia, 
trusses, and wall frames. All Soligaum prod- 
ucts ensure maximum protection. They do not 
swell or distort wood, nor is there nocd for long 
drying period. 

TOTAL TERMITE SOLUTION 

To complete Solignum’s anttermite cam- 
paign, the company introduced Soilpuanl, 
its soil termiticide brand, 10 the market in 
2009. Solignum and Soilguard complete the 
company’s Total Termite Protection cam- 
— which educates the market on the um. 
portance of protecting homes fen termites, 
inside and out 

Another breakthrough and lut in the market 
was the launch of Solignum Colourless AZ 
Actosol variant. This produs features the same. 
ined, tested and trusted Solignum wood preset 
Native packaged as а ready to use spray that 
— extraordinary convenience Solignum 
Colourless AZ Aerosol is ideal for homcown- 
ier who want io do the job themselves, and for 
‘wood that requires les application like cabi- 
mets doors future, and hard о reach arcas 
PRODUCT EXPANSION 

With the growing need of the market for qual- 
ity products, Solignum being a genuine worst 
protection and preservation product continue 10 
provide the market with innovation that will 
Surely make wood ast longer 

охи, и launched ns weed decor products 
called. Solipsum Timbertone and Solignum 
Deck Stain. Solipnum Timhertone and Deck 
Stain are bath word decors that do moi only 
— and enhance the color of the wood hut 


aho give protection from UV light, moulds, 
‘Scull and Making 

Both Timbertone and Deck Stain are in 
microporous formulation allowing the 
Timber t0 breathe, therefore, preventing 


Making which makes the natural beauty of 
мом Lat longer 

Timbertone is suitable for both Internal 
and external: timber furniture, joinery, win- 
slows and doors while Deck Stain i» suitable 
foe outdoor application or to wood that are 
exposed to weather such as deck and fone 
© Deck Stain additional feature isis water 
repellnt protection. 
CORPORATE SOCIAL 
RESPONSIBILITY 
Solignum is exclusively distributed by Jardine 
Distribution. Inc. a giant in marketing and 
distribution in the Philippines. Jardine has ev 
tensive market knowledge and expertise in the 


ОСАО 


OJENTRMPANGJAN: 


consirction and agriculture industries. Brands 
distributed by Janine Distribution lead the 
market segmen they sere 

As part of ts Corporate Social Responsibility 
program, Janine and Solignum work with the 
National Historical Institute to preserve amd re 


the PUP Sta. Mesa Manila campus, 


BRAND VALUES 
Solignum as a brand repre 


МЕ РЕЗ 
LUTION: 


Б” 


lem. wood borers ond fun 
i. Solignum hax built this 
"mage over ib many years 
fof serving the Filipino ho 

The bold, 
the ‘Solignum logo iden- 


fed letters of 


Му ib products a» the 

only leading wood preser- 

e in the market that 

is truly tried, tested, and 
std. The brand has es 
а life of its own 

become the genetic 


has 
term for woud preservat 
Such is the impact Soli 
mum has made. Who could 
e more deserving of the 
Superbrand award? 


THINGS YOU DIDN'T KNOW ABOUT 
SOLIGNUM 


Trusted Since 1898 


The Manila Times 


‘THE MARKET 
The Manila Times waste industry lender as it was 
number one in circulation, advertising and eit 
rl contem in dhe Philippines foe over a century 

‘At the height of is success, at home and in the 
region, it was shut down when the late President 
Ferdinand Marcos imposed Martial Law in 1972 

Av the new millennium came, Dante A. Ang 
brought new lic, new hope and new vigor lo the 
broadsheet when he acquired t in August 2001 
Today, The Manila Times has been among the 
leading broadsheets ~ proof that it has what it 
takes fo retur to ts former splendor. tis now at 
ar with the leading newspapers out of more than 
25 dailies in the country. Seven of these dailies 
tse the English language as a medium. 

The Manila Times has а large folowing mostly 
from the young professional sector, the entre- 
реет and decision-makers in society who 
belong to the midi income famihes as well as 
the Class "A" bracket. Its market each contin- 
ues to expand to other demographics, including 
women aged 40 and beyond who belong to the 
A and B-income brackets. The appealing factors: 
The Manila Times" fair and incisive presenta- 
lion of news, fresh editorial content and services 
to its readers. In fact, even the country's busi- 
mess and government leaders rely on The Manila 
Times for quality data, journalistic information 
and in-depth analyses that are helpful in thie 
decision-making. 


The Manila Tenex available пуб and in 
several major capital m the work. initio 
aT наны wax made ponui through m e. 
‘up with three maltinaioal pint associates hased 
in Europe and North America. Though they c lo- 
‘ated outside the Philippines. The Manila Times 
iy distributed on the same day п s distributed 
io Manil 


ACHIEVEMENTS: 
Survey resus show how The Manila Times has 
started to pick up since Me Ang revived d in 2001 
At present 1t ranks fourth place among the lead. 
tng newspapers im the Philippi. I even land- 
‘ed third in the Visayas region according 1o A.C 
Му 2008 survey, The broadsheet success 
has bo pinpoumed to it independent. rable 
and Клі ау stance that appealed to a bt of 
ew readers 

По. the paper has etse sands parc 
— fot ts columns and special report contente 

"hat i cared mon-coveted recognition. from 
resign organizations. It комей а Jaime 
Ongpin Award for Excelence im Journalism and 
another awand from the Philippine Pres Insite. 
Jo name à few 

Because the paper has considerably tained 
excellence in the held of Journal, the news 
— reckoned о share thn excellence 


im) wich f recognized by the Commission on 


Higher Education (CHED). ere the students un- 
dergo on heh traning fruen day one. an expt 
fence which they wuld to ра in any other Jour 
Solum school. Another salent advantage i that 
the school adminis: 

tration n composed 
f professional me 


— 
The College has an 
exchange student 
agreement with the 
Goethe Univenity 
m Frankfort 

HISTORY 


Thomas Gowan, an — who 
decided v migrate to the Philippines, put up The 
Manila Times on October 11, 1898 to meet the 
demand for an American newspaper in Manila 
was the time when the Paris Peace Conference 
— pnt com cnod tn deerat on the transition 
treaty Каро the Spanish and the Amencan pin- 
erment on the Philippines sovereignty. Gowan 
had forescen that not only the Amcrican forces 
that lora great majoety of people would eagerly 
аман any news from Pans 

That same year, Gowan sold The Manila Times 
to the paper's business manager George Seline. 
1а 1902, Seller sold & to a group of American 
обоев but bought it hack in 1908. In 1907, 
Seliner sold it again, this time, to Thomas C 
Kinney who incorporated the Times Co, 


The Manila Times’ personnel were all Americans 
before Filipino journalists joined in 1918. Among 
the prommen Filipino journalists who became 
а pon of The Manila Times were Maria Kalaw 
Xatighak, Jose P. Bautista, Jose Luna Castro,L uis 
Serrano, Benjamin Osias, Jone L. Guevara, 
Estrella’ Alfon, Cita Trinidad, Consuelo and 
Benigno Aquino Jr, 


— — 


In May 1945, the family of Don Alejandro 
Races, St. revived The Manila Times and was 
later relegated w Joaquin "Chino" Roces as its 
publisher Fortunately, the paper once again 
‘dominated the industry until the late Pres 
— Marcos imposed Martial Law in Septem 
ter 1972 that suppressed and shut down several 
modi organizations 
‘But the Races family remained optimistic on 
‘he potentials of The Manila Times and revived it 
again on February 5, 1986, in time for President 
Marcos ouster the following day. 
1а 1989, business tycoon Jahn Gokongwei Jr. 
showed interest in buying the paper from the 
Roce family 
During the carly part of then President 
à, Joseph Fstrada's administration, The 
Manila Times published a story about 
an alleged fraudulent deal that im. 
plicated him. The President 
realised, particularly on 
the part where he was 
shelled as “unwitting 
godfather” of the said 
deal, He filed a PIOI: 
millon libel suit against 
the pape. In response, the 
papers management issued 
ап apology, though Ermin 
Garcia Je, who was then 
the paper's publisher, ex- 
plained that it was “not à 
retraction”. Nonetheless, 
‘Gokongwei had to shut 
down the paper on 
July 24, 1999, 
Fortunately, another 
savior came to redeem the 
glory of The Manila Times. On 
August Y, 2001, the broadsheet had a 


fresh new start and greeted its avid followers with 
Mr. An's pledge 

"Our mission then isto inform clearly and ac 
curate, to reflect on great decisions and events, 
to arouse the intellect, to excite curiosity and wom- 
der, o honor the past and pave the way to the fu- 
ture, but always with the aim of sharing with our 
readers and advertisers the joys and sorrows, the 
triumphs and the defeats that are the stuff of our 
daily lives" Mr. Ang averred. He regarded The 
Manila Times asa window on the past and a door 
"o the future.” 

Mr, Ang abo has been optimistic that The 
Manila Times will be able to reum to ts former 
status as hc industry leader despite all cd 

“Recording, storing. perpetuating the national 
memory was the principal vocation of the old 
Manila Times. We intend to regain that distinc- 
tion." Me Ang vowed. 

Amd so The Manila Times has indeed ré 
gained its momentum with Mr. Ang's expert 
management style. 


PRODUCT 

The Manila Times ix a daily broadsheet hat con- 
ains news, opinion, business, sports and lifestyle 
sections. also has sections which appear week 
1у = the Sunday Times Magazine, Tech Times 
(Mondays) and Fast Times (Tuesdays). 

The business seston gives updates on local and 
foreign economic news and includes the inis 
pensable classified ads as wll 

The Lifestyle section features ar. culture, 
glamour and glitz and the “finer things in life 
The readers could find practical ps on home 
improvement, health und medical care, parent 
ing and positive lock and dispositions for 
young generation, 

The business and lifestyle sections are highly 
garded for their well-written stories and specialized 
approach to presenting information and sues of 
the day 

The Times Sports sexton features comprehen- 
sive coverage of local and international sports 
events. The Opinion Page publishes analyses of 
major news evens, incisive columns by opinion. 
‘writers and comments from readers, 

The Motoring section offers a rich source of 
information on automobile trends, while Tech 
Times presents IT issues and information on the 
latest technologies primarily for those who formu- 
late IT strategies and make buying decisions for 
their companies 


The Manila Times is the flagship of The Manila 
Times Publishing Corporation. f aso publishes 
HealthNews, а weekly supplement magazine o 
medical science, health, finess and beauty 


PROMOTION 
For over a century, The Manila Times had been 
the number one broadsheet in the Philippines. It 
would have remained on is status if not for the 
proclamation of Martial Law in 1972 that forced 


the paper and other media organizations to shut 
down. But because of its exemplary service to the 
people, it was re-launch when the Marcos ad 
ministration toppled in 198. 


The Manila Times rebounded when Mr 
Dante Ang took the heim amd - apparently 
undsunisd - vested money and expertise 


‘out of his reverence for the paper. Mr. Ang 


brought wah him his brilliant, highly-edocated 
and managementexpen son, Dame “Klink” 
Ang 24, who is curently the President, Chief 
Executive Officer (CEO) and Executive Editor of 
The Manila Times 


Asa matter of fact, The Manila Times — 
lat marketing strategies that wctade опрема 
layout and editorial contents, and active promo- 
‘one and advertising campaign 

The Manila Time» ba holds the Philippine Stock 
Exchange (PSE) Manila Times Equity Challenge, 
an online stock trang lourament that ha» boned 
the stock. markt skills of students by exposing 
them oa real-world trading expenence 

The even ie iler collegiate levet 
‘competition tht has become widely popular since 
it was launchod a few years ago, The 2008 ad 
tion was participated by 400 teams (or 2,000 in- 
dividuals) fom 35 colleges and universities in 
the Philippines. Former student participants arc 
row succesful and outstanding players in the 
— 

n another event, Ме Ang launched in 2002 
the Search for the Most Outstanding "Tunoyi" 
(Pilipinas of Chinese descent) which is now being 
held annually, The winners are given the Dr. Jone 
P. Rizal Awards for Excellence in the fields of Art, 
Literature and Culture, Business and Entrepre 
— Community Service, Education, Jour 
malim, Management and Finance, Medicine, Pub- 
lie Service, Science and Technology, Sports and 
other profesan 

A nationwide essay writing competition i aho 
being regularly organized by The Manila Times 
and co-sponsored by The Manila Times College. 
‘This competition aims to encourage the youth 10 
one the English wnting sills 

The Manila Times also builds and strengthens 
networks and linkages sith business and pov 
Emmeni leaders. I conducts regular roundtable 
interviews with CEOs, Cabinet secretaries, am- 
assados and other newsmakers ofthe day. The 
round-table discussions are reported. as news 
and features 


BRAND VALUES 
The Manila Times is among those brand names 
that ate man recognizable athe Philippines Most 


people in leadership postions in business and 
government grew up reading The Manila Times 
Surveys have projected that The Manila Times 
will remain having a special place in the Filipinos" 
homes. schools, government and business offices 
са majority of ts readers at present belong 
to the new generation of business leaders. 
Dedication, talet and hard work of the people 
behind The Manila Times are the strength of the 
and. The broadshcars Hist of alumni includes. 
prominent individuals who excel in the fields of 
Journalism and even in soci-nolcal-history The. 
current eol of editors and writers are veterans in 
the indus, The section editors and reporters are 


professionals in the business. The news section of 
ers comprehensive, nuance and objective м 
while analyses, outspoken editorials and incisive 
— essay reflect on the meaning of the news 
an hir impact on national Ме. 

The Manila Times College exemplifies the 
— staunch support o the education in- 
shstry H has produced the cream of he стора who. 
are already practising their acquired knowledge 
and skills in the media industry 

The Mania Times is among the few broudsects 
in the country that led in the development of 
their own tem! edition. The paper's website 
— net — i currently on the top. 
two most visited local newspaper websites 


THINGS YOU DIDN'T KNOW ABOUT 
THE MANILA TIME 


THE MARKET 
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bonding a 
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Scamless Ма 


her local brand in the country 


rd "Family. as 
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which include sceking emera 


‘working yo 


Timezone managed by Leisure and Allied In 


(LAN) is the c 


leading Family Entertainment Center (FEC) 
‘with over $0 outlets nationwide. There is sim- 


FEC 


contained in the ac 


adul 


alike. Lastly. for teenagers, Timezone is a safe 


med within a wholesome, dy 


ACHIEVEMENTS 
Timezone date isun- 


greatest achievement 


—* 


as dingy, dark and зой Йо hangouts for 


rone revolutionized this stereotypucal way of 


t Посты stalled ven 


tes in decent, wholesome, leaner and brighter 
No du this has been a major factar in the 


—* sic. I 
as and Mindana 
— Inc. has Аа 


pe of Time ron 


HISTORY 

and Allicd nd 

a founded m 19 
over 250 FECS 


under the rand name Time 

in Australia, Ncw Zealand, Indonesia. Sin 

India and Victnam. In late 1997, Ayala 
bint venture with LAT 


Australia, establishing Leisure and Allied 

Industries Philipines, Inc. (LAIP) 

By January 1998, the Philippines first Tim- 

стопе opened at the Ayala Center im Cebu. 
was quickly followed by Timezone's fist 

flagship FEC in Gloricta 4, Ayala Center of 


fering à wide array of simulator games, family 
and adult redemption games, and kiddie ride: 
Between 1999 and 2010, Timezone established 
more centers in Metro Manila, Cebu, Davao 
and Bohol, including Timezonc s second flag 
ship store in SM Megamall, third flagship store 
in SM Mall of Asia and fourth flagship s 
TrNoma Mall, comemting Timezonc» leader 
up post 


011, Timezone c in the 


ino sts expan 
г od in SM Marilao in Bula- 
an, Abreeza Mall in Davao and SM Hoi, For 
102, Timezone opened two centers in Harbor 
Point Mall im Subic and is expected to open in 
Centro Mall in Cagayan De Oro by yearend. 


THE PRODUCTS 
Timezone offers the widest array of simulator, 
vk des and kiddie ride 
ace them, battle 


v. Time 


pride in being firstto-market, 


takes holding 


the distinction of being the first to introduce 
the exiremely popular Dance Dance Revolu- 
tion im 1999, during its time dubbed by the 
modia as “the hottest entertainment machine in 
the country" 

Tn terms of popular games, the past year 
has seen the arrival of the following brand 
new machines: 

< Maximum Tune 3 DX^ - The fith gen- 

‘ration of the Maximum Tune series will 
Surely give all the street racing thrill the 
game aficionados have come to expect 
from thi arcade game. Thes latest install 
meni features а bevy of customization 
‘options, new car models and more dress 
‘up pars as well as an intense fast paced 
racing experience. 

* Tekken Tag 2 ~ This latest of the Tek 

ken series delivers cutting edge graphice 

sounds in a truly high technology 

ame cabinet thereby promising an exci 

{ng and incomparable game experience, 

alo features internet online connection 

as players are able to view their ranking 
Worldwide in the rame. 


+ DJ Max Technika 3 ~ This latest version 
of the hottest music game challenge has 
instantly become a favorite game as it 
features upgraded user interface, more. 
songs to play especially with its internet 
online connection facility as all play 
rs iry 10 create and re-create а tune 

kea DI. 

+ Fun Rider SD — A Five-Dimensional sim 
ulation machine that allows customers 
to experience state-of-the-art technology 
and effects that give extreme thrill and 
‘excitement. It stimulates senses and les 
customers feel external factors come to 
lie with additional special effect 
smoke, mist, bubbles, wind and snow: 


wh as 


RECENT DEVELOPMENTS 
Timezone distinguishes itself 
competition by constantly 
innovative concepts 

Timezone Link Powercard System 
Timezone has recently launched the Link 
— System that enables customer 
to use their load in any connected Timezone 
Powereard® center. The Link Рометсапі is 


fom de 
applying 


another innovation of Timezone that allows the 
system to fink the branches and hence giving 
the customers access to their Powsteard. lead 
from different stores 
Dual Ticket Program 

As Timezone offers several exciting ticket 
vending machines, the brand has made win 
ning tickets more flexible and convenient 10 
customers with the Dual Ticket Program. The 
‘Dual Ticket Program allows the customers 10 
choose between winning actual paper tickets 
or via the more eco-fnendiy option of elec 

onic tickets where tickets are saved in the 


Powercard t dict 


malti pronged promotional thrusts. Consider a 
sche few 

Movie-based promotions — Successful jo 
promotions with family-oriented hit movies 
like the Pirates of the Caribbean series, Rata- 
touill, The Chronicles of Nama, Wall-E, High 
School Musical 3, UP, Toy Story 3 and Cars 2 
‘capture the excitement of blockbuster releases 
and make Timezone the ideal brand to promote 
new movie releases 

Co-qromotions with top brands ~ Timezone 
as become a sought afier promotional partner 
Tor other key brands like Pepsi, Sustapen, Gar- 
denia and Wrigley who recognize Timezone as 
a brand that appeals to ther core market 

Top Machine-Based Competitions — At least 
twice a year, toumaments for Timezone's hit 
and most popular games such asthe Maximum 
Tune racing game, Tekken fighting game and 
DJ Max Technika music games are be 
ing held. These are done to further promote 
these machines that have a consistently 
strong following 

‘Corporate Social Responsibility ~ CSR is part 
of Timezone's regular program where compa- 
my wide and mdr dual contributions are gem 
te various cause oriented institutions like the 
Children's Hour fund and La Mesa Watershed 

Trees for Life" project. Timezone also has a 
regular program iim te disadvantaged children 

‘supported by organizations hike Virlanie 


sene to Timezone's 
КЛ: 


K Powercord System 
ONE CARD, ALL STORES 
в 


> 


— 
umm 


— | 


GMA-7's Карма Ko Mahal Ko Foundation, 
Make a Wish Philippines, Inc., White Cross and 
15 cancer patients from Child Haus to a day of 
fan and games at Timezone stores. 


BRAND VALUES 
Time for Fun” is a catchphrase that deftly 
captures the heart and spirit of Timezone, This 
is a brand tht represents а fun, entertainment 
enue where customers venture into another 
dimension, or “Timezone”. There is simply 
‘ther local brand name in the country's FEC in- 
dustry that chens as much appeal, recognition 
and countrywide draw. To illustrate, in various 
‘recent popular Filipino films, Timezone was al- 
— to in the context of representing the in- 
dustry penre self 

n effect, the brand Timezone is fast hecam- 
ing, if not already has become, the very defi- 

tion and equivalence of such entertainment 
centers as a whole — the mark of a superlative 
— four years in a row! 


THINGS YOU DIDN'T KNOW ABOUT 


Victory Global 


THE MARKET 
Live life with victory, this is the spirit we share 

o he people 
Today wellness is an ever increasing. whether 
it means practicing healthy choices or learning 

ie habits lo cre v halanced lifestyle 
Tti said о be a trillion dollar industry and be 
coming one of the trend in global markets, 

As an advocate of bringing Filipino product 
to the world, Victory Global provides superior 
product and services of high quality, unique, 
Safe and effective and at reasonable pice. Thus, 
We want every distributor gets more benefits 
and satisfactio 


Victory Global is a Mission and Vision Driven 
company founded firmly and passionately on the 
Г determination to be one of the best 
the Leverage Marketing Industry by a group of 
entrepreneurs, business analysts who pledge 
build and grow the company with their exper 
financial servie, corporate management, 
management, sales and mark 
with theie Knowledge in human. 


ing in tandes 
development trainings 
Founders of Victory Global are 


lo expe- 
global mar 


rienced market researchers in 
keting. environment. They are 
Willy working together exploring, ex 
panding and moving the company forward 
Tikewise taking wellness and business to 
the world. 


The company's major interest о create 
— chanacl of distribution. for 

its products and service around the 
globe likewise open business oppor 
ritis Vo every person that benefits 
the products and services 

‘Our objective is o market the prod- 
wet to everyone in all walks of life, 


reaching all level 
orally. Our market is not limited to sick. 

lone, everyone is à potential market 

АА uxlay demands for natural 

"he more healthy 

VG products has impact: 
four valued customers even the 
y testifies for ns effective 
sickness. Not 


— 
loba! 


— 


1 social status locally and. 


The uniqueness o 
d the lives 
first time users 


many has become the product of our products 
hecause of that they also become ambassador 
to share n to others as distnbutor With regarde 
tw our service we provide not only good health 
products but also a livelihood and opportunity 
to eam profit using Victory Global market 
ing system. In the past years of the company 

"has become millionaires in all walks of 
life and it continues up to present. As soon as 
"here is poverty and unhealthy environment, 


Victory Global will exist im the market t 


provide wellness 


ACHIEVEMENTS 

яи а humble beginning of the company 
Were ira man blind Victory Global ated 
Systems Inc, who shows his compassion and 
proved that he who started is mission and vision 
shall be achieved. Now, the company receives 
many prestigious awards and recognitions, In 
2009 the company handed the awards from Na- 
tional Consumers Affairs Foundation (NCAP) 
the “Hest Health Herbal Coffee, Most Outstand 
ing Nutritional Supplements, Hest Health Mar- 
ting Company, and Best Nutritional Health 
Supplement." and at the same y 
sellence Awands gave the Outs 
Business Opportunity Company. I 
tional Consumers flair ш 


2010, № 
re another award for 
the “Hest Network Marketing Company" We 


uve the growing numbers of distributor, who 
are now attaining financial success and 
festyle. We are also receiving more testimoni 
als from diferent people who. from had 
h tions. The all around success of the 
company from the management, products and 
its distributors creates à milestone and remark- 
thle events. Most of the products were awarded 
‘as SUPERBRANDS status this year, 2012, 


HISTORY 
лоу Global is a Filipino-Owned. Corpo- 
Tation, established in August 08, 2008 by a 
Team of Industry Leaders with expertise in the 
Fields of Finance and Marketing. Founded by 
Mr Jaime “Butz” Buteng a very young entrepre 
neur whose passion and dedication о become 
‘one of the most Leading Leverage Market- 
ing Company, Taking Wellness to the Wor 
It stared in Baguio City known as the Si 
mer Capital of the Philippines. А year afier, on 
2009 the company launches its Central Office 
in Metro Manila, Philippines while maintaining 
its Baguio office as Headquarters for Northe 
Luzon The company became the premier among 
the foremost MLM in the Philippines and has 


grown exponentially with more than four (4) 
Company branches in Bacolod, Pangasinan, 
Baguio and Manila. It has 11 Mega Stockists, 
52 Centers Stockists and 297 Mobile Stock- 
ists. In addition, Victory Global created more 
‘than 100,000.00 distributors nationwide and its 
growth expanded beyond Philippines shore re 
‘open a new Intemational Branch in 

this 2012. Aside from global 

expansion Victory Global also launches a new 
powertul products in the market place which 
is reasonable and affordable. VG caps was 
Known to be the banner produt, two additional 
products in 2010 were launched VG Coffe 
d Cura ~C and lastly on 2012 more than $ 
ли products has been added. Victory Global 
is now unstoppable in taking wellness to being 
Filipino products globally and to be known as 
one of the leading leverage marketing in the 


10 help 
ordinary people К 
become global 
entrepreneurs | 
applying а 
systematic ap 
proach tomar. V, 
keting o become 
driving 


THE PRODUCTS 
VG Caps is a comprehensive formula of multi- 
ple anti-oxidants, ch m nutrient and minerals; 
{thas strong anti-oxidant potency synergistical- 

le form. lr helps the body 
mi effects of free radicals 
tively combat linc and aging process 
Caps is an allalizing supplement or al- 
Kaline producing supplements, is ingredients 
are safe and natural. with no preservatives that 
Aills potency of nutrients and deliver the way 
mature is intended to be. It represents all in one 
— food supplement in the market that 
prevents the attack of illness It repairs body 
damages and enhance regeneration of cell. 
very capsule contains SOOmg cach wit 


force 


ir the Philippine 7 most powerful herb phus 
280mg. Маклай, that promotes body alkalin- 
iy and serve a eco tn ining nuaran into 
"lon cells ofthe body. I prevents and helpe 
people achieve wellness fom Conr Dir 
—— Asthma. Oucopo 
Айған, High Blood Pressures. Rheumatism 
Long problems, Ulcer Hemorrhoids. Weak куе. 
sight, Draperi. Cataract. Ром Moropvanal 
prolem, Dyusenorrhen. Мети prolom and 
— мым 
CURA-C i à Vitamin C in Calcium Ascon: 
bic with Chlorella and Zinc Calcium Ascorbic 
isthe most popular form of Vitamin C in the 
United States and Europe today, because of 
Now-Sodiam and Non-Acidi: properties. 
И Ne поа 
ТИКЕ 
Bi, Ва B12 and 


ral chemicals that can help boost the immune 
system. Tho natural chemical compounds were 
proven to possess a vanety of potent medici 
mal properties. Malunggay on the other hand. 


i known a highly mutntious vegetable with 
many health benefits 


RECENT DEVELOPMENTS 
Victory Global remains dedicated to fulfil ts 

ion t be the best MLM Company with its 
commitment to provide high quality products 
at reasonable price and excellent services The 
Company continacs о grow worktwide reach. 
ing Asia and has the potential to expand in first 
world country in the next three to five years. The 
Sormpany is determined to develop more сам 
he product to supp the demand of merging 
siobal market. 


PROMOTION 
The Company takes pride of its breakthrough 
products as well as our states of the art technol- 
ogy in facilitating business transaction for na- 
‘ional and international operations. Corporate 
philosophy is to CARE because caring is like 
ending a hand to ensure continuous bonding 
for every distribute, with caring there's always 
push them from behind for continuous organ 
anon growth and регул з corporate pla 
form to SHARE prosperity. Since we are pet- 
work marketing, Victory Global is committed 
to protect our distributor and our investors. The 
strength of cur busines s simply sharing the 
Story Our loyal customers and distributor i the 


fone who advertise the products by constantly 
passing of information. This is very powerful 
‘weapon in making market. Every individual 
are commitiod to share and use the products 
Aside from this, we also conduct health edu 
cation and awareness to promote wellness, We 
ate providing free medical checkup not only 
o the distributor but also (o everyone and we 
use the power of social media as part of our 
worldwide promotion 


BRAND VALUES 
Every product v formulated with ts specialty 
and strength o ive proper nutrition t our body 
‘hus it will increase the immune system that can 
stop the rot cause of the deceases. You can get 
the right autnition in every product and benefits 
the result of having good health condition. We 
Emure value for money for every product and 
excellent service. We created umque products 
that identify us in the market place known 10 
be victorious in providing healthy and wealthy 
lifestyle. Amazing and quality product 

of the reasons why our distributors is exper 
encimg a victorious life. 


VICTORY GLOBAL 


Crakult, ; 


THE MARKET 
He who has health has hope and 
he who has hope, has everything. 
Yakuh's cultured milk has been 
delivering on this proverb, pro- 
viding enhanced healthy Ме 
syle since the 1930s in Japan 
and since 1978 in the Phil 
ippines. The keyword here 
fs healthy lifestyle. Yaku 
works on the tenet of Preven 
tion Above Cure, opting for 
the principles of preventive 
medicine rather than takin 
medicine when sick, And 
With the continued growth in 
public interest 

market wi 


Pet, 


2000, ihe de 
the market had 
corporation to 
жом beyond lleipecaions. RAE 
Paid-up capital grew 30 f — 
by 2000 and doubled a, 
2003, reaching P600 Million. And 
today the growth continues. Daily production, 
which had grown о 1.6 million bottles in 2009, 
was boosted w 2 million bottles by mid 2010. 
Aller 34 years serving the Philippines, the com- 
pany is solidly positioned to promote health 
— the archipelago, both in good times 
and bad. Please update the numbers here for the 
2012 book. 


ACHIEVEMENTS 
‘Our grealest achievement in operations cover 
ing 26 Provincial Dealers, 102 Centers in Pro- 
vincial areas and 38 Sales Centers in Metro 
Manila and nearby provinces, and 34 years of 
continued growth i in delivering pol health 
to Filipinos with Yakult Cultured Milk. Dx Mi 
noru Shírota, the company's founder, dreamt 
of contributing to he health of as many people 
as possible. Success in the Philippine market 
has helped further his dream Please update the 
‘numberof centers if it has changed. 

Over the years, the company has received many 
awards, including the Cleanest Plant Award in 
1989, the Outstanding Industrial Plant Factory 
in 1999, the Most Outstanding Health Drink in 
2002, the Top Health Drink Brand in 2001, and 
the Most Outstanding Family Health Drink. In 
2006, it was voted the Мом Outstanding Fam- 
ily Health Drink, the Best Cultured Milk Brand. 
the Most Outstanding Nutritional Cultured Mik 
Drink, and the Golden Cart Award. 

‘And in 2011, Yakult was again awarded the 
Superbrands seal of excellence. We will con- 
tinue to proudly display this seal as we serve 
the Filipino people with good health based on 
Shirotaism and probiotics — preventive medi- 
sine through a healthy intestinal tact 


Алов 


HISTORY 

The Yakult story began when Dr. 
Shirota studied the use of intestinal 

lactobacilli o prevent disease at a 

Time that curative medicine repre 

sented the татыса approach 
ла medical research Microbiol 
‘ogy had yet to he accepted by 
the scientific community. Dr 
Shurota succeeded i culturing 
the fortified strain 27 years a 
ter De. Metchniboff, a Russian 
Nobel Prize Laureate, revealed 
his theory that yogurt was the 
key to perennial youth and 
ife Dr. Shirota empha- 
sired preventive medicine and. 
а healthy intestinal tract. He 
wanted people o build healthy 
Bodies Wal would avoid dis 
eme in the first place 
Nakul Homa Co, Lid. of 
Japan was founded on Dr. Sh 
rots philosophy in the 1930s 
^d, in 1977, Yakult Philippines 
Inc. (YPI) and Yakult Marketing 
Corp. (YMC) were established in the Philip- 
pines. Construction of the Yakuh plant in Во, 
Makiling, Calamba City began that year and 
operations started the following year with a dai 
ly output of 11,500 bottles Dr. Shirota visited 
Чакы Philippines in 1978 and the provincia 
dealership in Cebu began operations, followed 
by another in Iloilo City in 1980, 

The 1980s saw many implementations and 
expansions, with centem. supermarkets, and 
listrbutr: launching throughout the country 
Daily production capacity reached 215 thot 
sand Pots 

The 1990s were also a busy time, with mar. 
Meng enhancements amd ihe dissemination 
fof scientific information through films shown 
fat barangays, schools, amd public institutions. 
New. Shrink Pack packaging and two-colored 
bottles were also intnduced. The plant produc- 


ton projet of 1995 hoosted daily production о 
310 thousand bottles a 

day Production capac 

у was increase aga 

im 1998 to 400 thou- 

sand bottles a day. 


In 2000, production 
capacity was again 
hosted to one million 
bottles а day. The com- 
pany alo parmered 
Wih the Department 
of Health that year 
to fight “poliomyel 
tis". Other significant 
events in the 2000's 
include a production 
capacity expansion 
în 2002 to 1.6 million 


hotles a day and various ad series and social 
promotions to continue developing the compa- 
пу commitment to Corporate Social Respon- 
sibility (CSR). 


THE PRODUCT 
‘Yakult Cultured Milk is the product, preventive 
medicine and good health are the goals, The 
product is based on Dr. Shirota's discovery of 
the Lactobacilis Case Shirota Strain, This live 
lactic acid bacteria, which can survive in the 
intestinal tract, promotes well being and good 
health with as many as ¥ billion of the stram. 
Here's how it works, Microorganisms hav 
conquer various physiological barriers if 
reto remain alive im the human imesti 
These hurrer»—gasti juice and bil 
strongly Pactericidal and Kill most of th 
Organisms that invade the human intestinal trac, 
The Lactobacilli in Yakuh, however, is resistant 
to gastric acid and bile, and is able to reach the 
estincs alive. Once in the intestines, hey act 
to exert various beneficial activities, which re 
lain and promote intestinal health, More than 
one hundred million of these beneficial mesti. 
nal lactic acid bacteria, L. case, are maimained 
alive i as little ws one milliler of Yakul 
Sold as individual bottles and in five-packs, 
— healthful drink maintains intestinal health 
and helps prevent disorders. I is favored hy the 
young and old alike, as it contain b 
Pacteria that may prevent aging. 
The Cultured Milk is distributed and sold 
throughout the Philippines by the company i 
ind through twenty-five exclusive provin- 
cial distributors, Yakull Marketing Corporation 
is the biggest marketing arm of YPI, covering 
Metro Manila and the suburbs, while the other 
— cover the provinces with well 
planned territorial jurisdictions. They imple- 
ment the successful Yakult Lady System as a 
primary selling strategy 10 closely propagate 
the products healthful features to direc con- 
sumens. Direct Selling 10 big store outlets is a 
secondary sales strategy to reach consumers not 
‘covered hy the Yakult Ladies. 


PROMOTION 


YOU DION'T KNOW ABOUT 
YAKULT 


